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If You Are Very Young 


I light the window lights at dusk 
When evening crowds pass by 

Which makes the people stop to see 
The things they want to buy. 


DETROIT, 


And when they’ve all gone home to sleep 
And no one is about 


I calmly tick a few more ticks 
And turn the lights all out. 


I guess when people see the lights 
All up and down the block 

Light up the same time every day 
They wonder where’s the clock. 


But I’ve no time ta be displayed 
And seldom show my face 

I run so many fine displays 
I know my proper place. 


I'm just a simple kind of clock 
From little old New York /@@ 
And thoughIlighta millionlights [jae 
My name is simply TORK. : 





‘Written for the ork Company, New York, 


a writer who was inspired byw 

















The Display Form for the 1926 Styles 






As Perfected by- 


‘ Sne. r 


Shoulders Rounded Off Naturally at Edge 
Back Curve Naturally Rounded 
Neck Higher and More Forward 
Hips Slightly Larger and Lower 
Shoulder Plates Smaller 
Elastic Shoulder Straps 





N ADDITION TO THE 
above important features, the : 
measurements of the Palmen- 


berg display model have been 
approved as standardized by the 
Interstate Merchants’ Council. 
This means an assurance of fit 
and drape to garments of stan- 
dardized sizes. 


Combined with the well-known con- 
struction and finish of Palmenberg 
forms, this new model offers a me- | % 
dium of display that is unquestion- 
ably smart. 





Made ina Full Range of Sizes and 
a Variety of Finishes—by Diccnsnnseniannenecicll 


J. R. PALMENBERG’S SONS, Inc. 
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LILI LIS 


63-65 West 36th Street, New York 


CHICAGO BOSTON SAN FRANCISCO 
204 W. Jackson Boulevard 26 Kingston Street 11 First Street 
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Our Complete Line of Display and Manufacturing Forms Are Now ; 
Manufactured and Sold in Canada at American Prices Through ‘ 
Clatworthy & Son, Ltd., 161 King St. W., Toronto, Ont. ‘ 
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Vol. VIII FEBRUARY, 1926 No. 2 
NT RN ieee eee ers bare ave os 3 Creating Displays That Catch the Eye 28 
By Boyden Spark 
Show Windows as a Selling Medium....... 5 ee a 
By W. Z. Coy The Display World Pictorial Review...... 32 
Make Displays Tell a Complete Story...... 6 Foremost Displaymen Predict Future...... 34 
oe ea eee WME oss heed 38 
Penny-a-Day Makes the Window Pay... .. 8 Distinct Contribution to Display... 39 
By W. J. Flynn . 
: ; An Outstanding Personality in Display. . 40 
Display Contests of Universal Value....... 10 ; 
By W. S. Hall Dreams Fulfilled With Completion of Store. 42 
rs By L. L. Wilkins 
Fruit Displays Double Fountain Sales. ..:... 12 . ; ; 
St denne 0 Code te Notes From the Display Service Field...... 47 
a £ Displ jalists. .. . 
Incomparable Factor in Merchandising..... 14 SEE ORE sR =e « 
By Carl W. Ahlroth Chicago Monthly Display Review 50 
By J. Duncan Williams 
Spring Offers Display Possibilities........ 16 a ; 
By J. Walter Johnson What Store Window Displays Mean to Me.. 51 
: By Morris Gest 
eee Stent Tne i: Eee eae: .. ” White Card Board Preferred for Winter 54 
By Peter P. Carney By J. H. Hilton 
Power of Better Merchandise Displays..... 22 Organization of Display Services 56 
By M. H. Luber By Sol Fisher 
Window Selling Should Be Display Idea.... 24 With the Displaymen of New York. .. 58 
By ® J. Short By Hazel Stevens 
Next Step in Drug Store Window Selling... 26 Doings Among Displaymen Everywhere 60 
By A. D. Childs I. A. D. M. Convention Plans Made...... 61 





Pages noted opposite your 
name contain valuable infor- 
mation. Read and pass on to 
next name designated. 





Attention, Department Managers! 
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JUST ARRIVED 









No. 9250 
Assorted lors. 
ied 3 io, tae A New Shipment of 
tip of beak to tip 
of tail, . 
ores Illuminated 
and socket. 


Colored Crystal 
Birds 











No. 9252 


Assorted 
colors. Bird 
25 in. from 
tip of crown 
to tip of tail. 
Each, com- 
plete as 
shown, with 
cord and 
socket. 


$40.00 


These Birds 
are made 
of Crystal 
Glass richly 
ornamented 
with cut 
glass feath- 
ers, colored 
beads and 
prisms. 


Wired for direct or alternating cur- 
rent. Ring and chain gilded. 


This exquisite Parisian Novelty is 
perhaps the most fascinating win- 
dow display decoration of the year. 


It created unusual interest and ad- 
miration wherever displayed. 


Ghe Botamical Decorating Co. 


319 to 327 West Van Buren Street, Chicago, 18 | 


(ESTABLISHED 1896) 
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Demonstrating the 


HROUGH the greater publicity given the 
merchandising value of window display ad- 
vertising, managing executives of America’s 

largest enterprises have become sincere believers 
in the potency of this medium of advertising. This 
is, of course, directly reflected in greater appropria- 
tions in advertising budgets for carrying on display 
programs. 

For 1926 the United States Rubber Company will 
expend for displays in the show windows at their 
New York offices the munificent sum of .$50,000 
There is hardly a visitor to America’s metropolis 
who is not greatly impressed with the dignity and 
beauty of its displays. One might naturally ask, 
“Why does this company spend such a vast sum for 
window advertising in New York City alone?” But 
the answer would be trite, yet admittedly true, “Be- 
cause it pays.” 

The thought occurred to a New York distributor 
of taxicabs that it might be worth while to put in a 
unique display for the holiday season, and a very 
capable display concern was called in for consulta- 
tion. It developed that to create an original display 
that would set this show room off from its neighbors 
would cost about $500, this being the approximate 
figure submitted by the display specialist. 

It looked like a small fortune to the distributor 
who had never before expended a single dollar for 
window advertising, and, of course, quickly replied 
that such an expenditure was out of the question. The 
display specialist went into the problem from the 
standpoint that the agency was located on Broadway 
merely for the benefit of its tremendous transient 
traffic, paying a monthly rental of $2,000. He pointed 


Power of Display 


out that more than half of this rent was paid for the 
store front alone, and unless this was capitalized into 
advertising and sales value a great economic loss re- 
sulted. Surely it was worth $500, the cost of one in- 
stallation, to prove whether or not an original display 
setting would result in direct sales results. 


With great reluctancy the display was contracted 
for, was carefully planned, and when installed was a 
real attention getter. It had hardly been in place a 
week when the specialist was called by the distributor 
and asked to come over immediately on a matter of 
great importance. The distributor immediately went 
into discussion of what the cost would be for an 
entirely new display each month on annual contract. 
The specialist advised that he could make no definite 
contract price, but would willingly undertake the 
work on a tentative budget of $500 per display. It 
was agreed and now the third display is at work, 
rapidly building up the taxicab sales of this distribu- 
tor. He willingly and enthusiastically admits that he 
is making more money than ever before, more than 
he ever thought his agency was capable of, and at- 
tributes it all to his chance desire for the special 
holiday display. 

This is another proof that window display will 
produce immediate and noticeable results where given 
an opportunity under skillful direction. Furthermore, 
it is quite interesting to note that display is no longer 
confined to the retailer, where it first originated, but 
that specialized commodity distributors are coming to 
use it to a greater extent and in some cases more 
efficiently. 

Surely a new era for window display is on the 
horizon. 
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A Picture 


is worth ten thousand words 
—OLD CHINESE PROVERB 


—_—EE =S EEE====a 


Your Window Display is the Greatest 
Advertising Picture You Can Have 





The better this picture the more business will it produce. Pictures have always 
been the sign language of the masses. Today they are all of that and more. 
Pictures have extended their influence to the elite of mankind. They are 
molding the lives of those who would make of living a fine art. 


The Artist who puts the picture in your window is no Artist if he lacks educa- 
tion and training. He can not make a charming picture without a knowledge 
of color, composition, design and the mechanics of his trade. 


This training is available at the 


KOESTER SCHOOL 


314 S. Franklin St. Chicago, Il. 


in the Window Display Center of the World 











The picture above is the work of a Koester graduate, Mr. W. Myron Eberly, with Coyle & Richardson, of Charleston, W. Va. 
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Show Windows As A Selling Medium 


Every Window of Store, Regardless of Location or Size, Should Be 
Given Equal Care in Treatment and Selection of Merchandise 


By W. Z. COY 
Display Manager, Miller, Rhoads & Swartz, Norfolk, Va. 


UGGESTIVE selling through the medium 

of window display is fast being recog- 
nized by our progressive retail merchants 
as the most effective selling medium in 
modern merchandising. It not only acts as a direct 
sales representative for the commodities on display, 
but if utilized to the best advantage introducing style, 
quality and reliability at all times, a feeling of con- 
fidence in the minds of the buying public as to the 
dependability of all lines of merchandise carried will 
be established. After all, confidence is the main issue 
in successful selling. 

The displayman is, therefore, not only responsible 
for direct sales made through the window, but in 
many cases responsible for other sales transactions 
through his method of presentation and artistic ar- 
rangement. This speaks for the class of merchandise 
carried by the store as a whole, which, in the main, 
may be termed confidence or prestige building. 

A great amount of the responsibility for buyer 
confidence and store prestige rests upon the display- 
man’s shoulders, for he is a very important factor in 
present-day business. To him is entrusted the intro- 
duction of merchandise to the buying pubic and the 
arrangement of it so that a desire to buy will be 
created. 

A great many of the larger stores throughout the 
country, especially those with a large battery of dis- 
play windows, often neglect some of them, placing 
them on the blacklist, so to speak, as to their real 
selling value. They are used only for certain lines of 
cheaper merchandise with practically the only thought 
in mind that they are there and must be filled with 
something. This practice is entirely wrong, as it 
creates a lack of interest on the part of the display 
manager to put forth his best efforts in producing the 
better results. 

This is not meant to convey the idea that every 
display window is of equal value as to selling power, 
for some streets are more popular than others, but the 
public should be educated that it is to their advan- 
tage, when window shopping, to inspect every win- 
dow in the store for values or high-grade merchan- 
dise rather than for just a few. Every displayman 
should give this a little thought and consider every 
window in his group of great value. 

If the displayman is not sold on the real value of 
every window in the store, treating them on a par 
with one another, the management or department 





heads can not be expected to be sold. This will event- | 


ually work a hardship on the display department in 
securing desirable merchandise for display purpose 
and production of results because the department 
manager does not consider the allotted window of any 
real value other than something to fill up space. 

The overhead of all departments is_computed, to 
a certain extent, on the amount of square feet occu- 
pied. If the display manager, especially in the larger 
establishments with a battery of ten to twenty-five 
windows, will figure the square feet and the value of 
space his department occupies, it will be found that 
he occupies more than any other department in the 
store and the most valuable, all on the ground floor 
with a sidewalk frontage. 

In one of the largest department stores in the 
country, with more than thirty large windows, a feel- 
ing existed among the department managers, in which 
the former display manager himself coincided that 
certain windows were of no real value. This idea had 
reached such a point that they had rather do without 
the window than go to the trouble of getting out the 
merchandise for a display, all because it did not face 
the most important thoroughfare. On this so-called 
important street there are only three windows and it 
frequently happened that out of the entire battery of 
thirty odd windows six or eight departments would 
request space in one of the three, all for the same 
date, and express dissatisfaction if allotted any win- 
dow than the chosen few. 

In this particular case the department manager 
was right concerning the importance of the windows, 
for it was a rare case that any one ever stopped to 
inspect a window of the store other than the preferred 
few. The public had been educated to the fact that all 
other windows were of little importance or interest by 
the display manager, who had convinced himself that 
all necessary was just to fill them with some cheap 
line of merchandise because they were there and must 
be utilized in some way. But through the efforts of 
the present display manager in selling the manage- 
ment and department heads the idea that the objec- 
tionable windows could be placed on a higher plane by 
putting forth the same efforts as to arrangement and 
embellishments compelling the attention of the shop- 
ping public, it has proven successful in dollars and 
cents as well as increasing the number of observers. 
This was all brought about within a year’s time by 
the display manager selling himself first on what 
could be done. if given a fair trial and by selling the. 
others by results obtained. 
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Make Displays Tell A Complete Story 


Merchandise Should Be Presented in a Manner That Will Appeal as 
to Labor-Saving Uses and Comfort Rather Than to Possible Need 


By V. E. SHEPHERD 
Display Manager, Central Hudson Gas & Electric Co., Poughkeepsie, N. Y. 


ISPLAY opportunities of any company 

depend to a large extent upon the nature 

of their business. The merchandising 

business of a gas and electric company is 
perhaps different from that of any other business in 
that it sells absolute necessities of life—light, heat 
and power, coupled with the various pieces of ap- 
paratus which make it possible to harness these forces 
for everyday needs. 

Further than this, it does not sell a range or water 
heater purely from the point of view of getting it 
out of the store or stock room and pocketing the 
profit thereby, but with the idea of “service,” with 
the idea of what that particular piece of metal is 
going to mean to you and to your family, not only 
today or tomorrow or next month, but ten years from 
now. The main essential in gas and electric com- 
pany merchandising is “service’—that intangible 
thing which means the very life of any company, so 
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closely connected with and so dependent upon the 
good-will of the people among whom it operates. 

No great variety of merchandise is carried. It is 
quite possible to count the kinds of articles on one’s 
fingers—ranges, water heaters, washing machines, 
ironing machines, incinerators, cleaners, refrigerators, 
space heaters, lamps, small appliances such as perco- 
lators, toasters, waffle irons, and perhaps a line of 
table and floor lamps. 

Not a very formidable array of display material 
with which to work would probably be the casual 
opinion. Very much different from a department 
store where a displayman can pick and choose from 
an assortment of soft and beautiful drapes, polished 
furniture, alluring gowns. It would appear that the 


_ displayman might easily arrive at a point of satura- 


tion in ideas when he is obliged to work in a circle, 
figuratively speaking. But this is not so. There is a 
wealth of good sound display argument even in a 





Interesting Comparison of Lighting Employed During Lincoln’s Boyhood Days and That of Modern Times 
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commonplace gas stove—its instant readiness, con- 
venience, and results to be obtained through proper use. 
The sales appeal in utility merchandising is pri- 
marily made to the woman. There is an old saying 
which goes: 
“Man works from sun to sun, 
But woman’s work is never done.” 


A woman’s home is her workshop. She takes 
great pride in arranging it, making the home attrac- 
tive for her husband and children. She likes to have 
her family. well fed, neat and clean in order that they 
may every day face the world four-square. 

Any means to achieve those ends, entailing the 
least amount of effort, will be attractive to her. What 
better sales appeal is there for a washing machine 
than that it releases her from the drudgery of a 
washboard? When evening comes’ she can enjoy her- 
self. She is not tired out with the strain of washing. 
Her hair is still in,curl. With the passing of the 
years her hands do not become gnarled and knotted. 
She keeps her youth and beauty, and, above all, the 
time which otherwise would have been spent over a 
washboard is her own, to do with as she pleases. And 
so with an electric cleaner. Her upholstered furniture 
and hangings may be kept in good condition, her 
rugs may be made safe for baby to play upon, friend 
husband does not lose his temper beating carpets in 
the backyard on Saturday afternoon. 
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Display by Mr. Shepherd Depicting the Laundry Methods of the Pilgrim Woman and the Conveniences of the Modern Way 


What displayman could not take any of these 
points and build a window around them which would 
be a pulling window? He is not selling washing ma- 
chines or electric cleaners. He is pointing the way to 
comfort, youth and ease of living. And what else is 
this other than service? 

A well-known tire manufacturer works along these 
lines. He does not sell tires, in the manner of speak- 
ing. He appeals to the love of adventure that lies 
dormant in every human being, the wanderlust that 
outlives life itself. He sells the open spaces, broad 
highways, the flower-covered knolls, babbling brooks 
—the land over the hill. And how does he do it? 
With a brush and a pot of paint he tells the simple 
story of service. 

You, too, must tell a story. It is not enough to 
place a range in a window, with a background of 
royal purple velour, glorifying it with a dazzling 
burst of color. It is admitted that the colors are 
pretty, but is there anything very beautiful about a 
gas range in itself? No one is going to buy it be- 
cause it is all dressed up. Would not the message 
be clearer if emphasis were placed upon how much 
better off one would be by possessing such a range? 
And if the range were placed in its proper environ- 
ment, would not the story get across much easier ? 

In the Poughkeepsie office of the Central Hudson 


(Continued on page 62) 
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Penny-A-Day Makes the Window Pay 


Retailers Are Furnished Material for Installing Effective Displays of 
Regular and Special Merchandise for About One Cent a Day 


By W. J. FLYNN 
Advertising Department, Radio Corporation af America, New York City 


N Chicago recently the convention of the 

Window Display Advertising Association 

was held. The fact that an organization 

of this kind, of national importance, is at 
work testifies to the progressive thoroughness of 
American business methods and in particular is a 
nist encouraging sign that window display has at last 
taken its rightful place as a major problem in adver- 
tising. 

For years this important department of advertis- 
ing was not fully appreciated. Retailers, to be sure, 
knew the value of their show windows—some manu- 
facturers also realized their possibilities, but those 
who shared in the job of making the consumer step 
up and buy—the advertising agency and the sales 
promotion crews of the jobbers and manufacturer— 
were not coordinating their efforts. Too great a bur- 
den was placed upon the displaymen, who could not, 
single-handed, do with dealers’ windows what can be 
done when nianufacturer, jobber, retailer and display- 
men work in concert. This does not mean duplication 
—it means cooperation and intensive activity, and the 
solution of the problem, “How may a dealer obtain 
planned, effective, sales-compelling window displays ?” 

There were always cut-outs and lithographs 


va 


enough. What the dealer needed was ideas—thoughts 
that would be reflected in the window display and 
that would stimulate the passersby to stop, look and 
purchase. 

The era of deluging the dealer with irrelevant, 
superfluous posters, cut-outs and streamers is pass- 
ing. It is making way for effective merchandising 
helps and constructive ideas in properly presenting 
the merchandise to a public educated to seek adver- 
tised products. 


A window display plan which will give the dealer 
the full benefit of a tie-in with all the other ramifica- 
tions of a national advertising campaign would seem 
to be the most effective. The planning should start 
with an adequate appropriation of funds for coopera- 
tive work with the assistance of the display spe- 
cialists. To bear the full brunt of the burden is not 
fair to the manufacturer. So a practical plan which 
will assign to the dealer, manufacturer and distributor 
a fair share of the burden of window display costs 
has been presented to the radio trade by the Radio 
Corporation of America. This plan is aptly called the 
“Penny-a-Day Plan.” This slogan implies that the 
dealer will obtain material for window displays such 
as color cut-outs, stands for Radiotrons and special 





Attractive Radio Display Featuring Radio Corporation of America Products by D. R. Geiman & Son, Westminster, Md. 
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seasonal attractions on a subscripiton basis which, 
outside of the outlay by manufacturer and jobber for 
his merchandising helps, cost the dealer about one 
cent a day. 

The manufacturer bears the cost of producing the 
advertising material and he also bears the cost of 
distributing it to the dealer. All this costs consider- 
ably more than a penny a day. 

The jobber also has an important part to play. 
He is best qualified to work with his dealer in giving 
actual service in installing properly the window ad- 
vertising material which the manufacturer furnishes 
to the dealer. How can the jobber best do this? By 
calling in the man who can do the job most efficiently 
—the display specialist. There are few communities 
in the United States who do not come within the areas 
in which well-organized display concerns operate. 
And even in cases of dealers in remote, outlying sec- 
tions, the jobber’s man can still be of service. At the 
jobber’s sale and show room there is a model window 
display made by a displayman especially for the guid- 
ance of dealers who can not avail themselves of the 
expert service of a professional window dresser. 
Photographs and plans of the model window are car- 
ried by thé jobber’s representative for the use of the 
dealer in properly placing to the best advantage, the 
sales promotional advertising of the manufacturer, 
arrangement of background, prescribed lighting and 
other requirements of an effective window display 

The penny-a-day window display plan has been 
adopted by most of the wholesale distributors of the 
Radio Corporation of America, and more than 40 
per cent of the radio dealers of these wholesale dis- 
tributors benefit by this equable plan. 














Neat Display of Radio Corporation of America Products 


Some of the material furnished by the manufac- 
turer to Radiola dealers includes a bell boy, a real, 
life-sized cut-out of a photographed boy in cap and 
buttons, done in cheerful, attractive colors. The boy 
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is so constructed that his hands hold a poster which 
may be changed from time to time. The boy is not 
too wide nor is the poster he holds so large as to 
block up window space which should be used to show 
He may be used inside the store as 
The posters feature some 
seasonal sales promoting ideas—hallowe’en, Thanks- 


merchandise. 
well as in the window. 





Radio Display by Gamer Electrical Shop, Plattsmouth, Neb. 


giving, Christmas, etc. Of course, a dealer’s sub- 
scription also entitles him to any special displays 
which are produced, such as a large Santa Claus cut- 
out and artistic price cards for his merchandise. 

The penny-a-day plan is not so standardized as 
not to permit a dealer to use the material he receives 
from other manufacturers in accordance with the re- 
quirements of his local sales problem. In other words, 
the dealer is encouraged to tie-in his window displays 
with events in his neighborhood which will be of 
primary interest to his prospects. 

To provide a clearing house for these ideas in 
window display is one of the functions of the Radio 
Corporation of America trade house organ, “The 
Town Crier.” This paper goes to every dealer and 
distributor twice a month. In its columns are printed 
illustrations of model windows and accounts of how 
sales ideas were developed. From time to time “The 
Town Crier” conducts a window display contest which 
is an effective means of keeping the dealers reminded 
that this contest is an indication on a small scale of 
the preference that is given to a store that has the 
most attractive window display. 

We believe that the Radio Corporation of Amer- 
ica’s penny-a-day window display plan is a step in 
the right direction of fostering interest of all con- 
cerned in selling more Radiolas, and we recommend 
the use of some similar idea to our fellow-members 
of the Window Display Advertising Association. The 
dealer has cheerfully taken his share of the burden 
of cost—in order to share in the greater returns; the 
jobber has taken an active part in the service—and 
the manufacturer, no longer doing the whole job 
single-handed, is doing better than ever his allotted 
task in producing and distributing better material for 
the displaymen. 
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Display Contests of Universal Value 


Interests of Manufacturer, Retailer and Displayman Altke in National 
Window Contests—Better Distribution of Priges Advocated 


By W. S. HALL 
Display Manager, Idaho Hardware & Plumbing Co., Ltd., Boise, Idaho 


HEN we study the rules, distribution of 
prizes and the grouping or classification 
of towns and cities in some window dis- 
play contests conducted by manufacturers 

we are caused to believe that they need and would 
welcome comment from the displayman’s point of 
view. We fully realize that these contests are not 
conducted for the displayman, but displaymen are the 
medium through which the factory expects results 
in staging their contests. 

Of course, it is the manufacturer’s desire to obtain 
maximum results from a given contest as the expenses 
for medium results is practically as great as had the 
contest brought forth maximum participation. It is 
then evident that the manufacturer would welcome 
any improvement in contest plans which were de- 
signed to bring better results. These comments are 
not offered as a manufacturers’ guide on the contest 
problem, but are designed to start discussion among 
those better able to give the subject thought, study 
and improvement. 

The prime reason for a manufacturer launching 
a window display contest is to promote the sales and 
advertising of his products. In general, manufac- 
turers are a practical set, and if there exists a better 
way to attain given results than have been in practice, 
they will welcome them. 


It is for the same reason that a retail merchant 
takes part in such a contest—sales and advertising. 
The average retailer is too busy with the details of 
retailing to give much thought to the rules and regu- 
lations of window contests. He installs a display and 
enters it in the contest with no thought of the rules, 
assuming that all the details have been perfected. 

Practically every window display contest staged 
by any manufacturer has been a good investment. 
Some contests bring minimum results, due to the rules 
governing them while maximum results could have 
been, had with a more liberal contest plan. This does 
not necessarily mean larger prizes, for many of the 
contests have offered very satisfactory premiums. 


One of the big factors in improving a contest 
plan is distribution of prizes by classification of towns 
and cities in groups of similar or not too wide a 
variation in population. Some contests have employed 
this plan quite satisfactorily while others have failed 
to realize the importance of it. 

Having stated that the dealer’s as well as the 
manufacturer’s reasons for participating in a window 


contest are a matter of sales and advertising, let us 
analyze. The class of displays that have even a 
chance at winning national prizes must embody above 
the average sales making and attracting features. 
Such better displays are certain to advertise the store 
as well as the line of goods displayed, and any display 
that is judged a national prize winner brings store 
advertising. 

What of the interests of the displayman? He is 
the vehicle upon which the contests ride to mediocre 
or great success. Of course, many displays are in- 
stalled by store owners or part owners, but the in- 
terests of these individuals may be classed as both 
dealer and displayman. This point is immaterial and 
this article deals only with the displayman as such, 
be he part time or exclusively employed. 

It may properly be stated that a displayman has 
a double object or interest in window display con- 
tests. He holds his store’s interest first and his per- 
sonal interest secondarily. Installing a good contest 
window should promote his store’s sales and adver- 
tising, and should his creation be judged a major na- 
tional prize winner it will advertise his own ability 
and skill as a displayman, thereby establishing a repu- 
tation for himself which will assist him in selling his 
services to the best advantage. 


Coincident with the manufacturer and the dealer 
then the displayman’s chief objects are also sales and 
advertising. Aside from his interest in the store, the 
love of work and the thrill and inspiration of merely 
competing, it is reasonable to believe that a display- 
man will enter a contest with much more vigor and 
effort—highly desirable factors for both manufacturer 
and dealer—if the rules of the contest offer a reason- 
able chance for some kind of success. Too many of 
the contests offer very small chances for any personal 
success for the displayman of average ability. 


In this article it is assumed that the prize money, 
or a large portion of it, won by a store in a contest 
is turned over to the displayman installing the dis- 
play. At the present time there is a national contest 
open for entries in which a total of eleven prizes are 
offered. Five of these are fairly decent awards and 
the remaining six are for five dollars each. This 


_means that only five displaymen in the United States 


will win fair prizes and the other six the value of 
their photographic bill, an expense usually borne by 
the displayman himself. Such a contest certainly is 
not destined to bring out the best results possible. 
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Let us say a manufacturer’s contest committee has 
$500 to award as prizes in a national window contest. 
They, perhaps, give it hurried consideration and grad- 
uate the prizes—first prize, $175; second prize, $100; 
third prize, $50; fourth prize, $25, and fifteen prizes 
of $10 each. Free for all—entire United States—no 
restrictions. “There she is; everyone has an equal 
chance; get busy, everybody,” they announce. Even 
that is a better plan than some contests. 

It is a fact that in a non-classified contest many 
handicaps and inequalities exist. The displayman in 
the little town and small city, competing with display- 
men in the largest cities with the best equipment 
money can buy, is certainly working against great 
odds. The odds against the former are small win- 
dows, which makes a great difference in installing a 
first-class display of many lines of merchandise, re- 
gardless of claims to the contrary, poor accessories, 
short assortments of merchandise, poor photography, 
and many others. The odds in favor of the display- 
man in the big centers are large staffs of craftsmen, 
mammoth stocks, every desired fixture at hand or ob- 
tainable, modern lighting and the best photography. 

Of course, these odds are perfectly just provided 
the product involved enjoys a much greater per capita 
consumption in and surrounding the larger centers. 
This is not always the case, for often the products 
featured in these contests have, in general, a larger 
per capita consumption in the rural communities. It 
is utterly impossible to iron out all these handicaps, 
and it would not be wise to try. 

For the average nationally used product a contest 
plan employing the grouping system gains by far the 
greatest number of entries. This plan classifies the 
towns and cities into groups of similar or not too 
great difference in population. A separate list is 
allotted to each group or classification competing 
within itself independently of the next lower or higher 
group. A nice completement to this plan is a grand 
prize for the best display entered in the contest. 


This plan tends to eliminate many great handicaps 
and gains much better participation—the object de- 
sired in all contests. It gives each and every dealer 
entering a chance at the grand prize, and, failing in 
this, he has a chance within his own group, where the 
equipment of dealers, in general, will more nearly 
match his own. This eliminates the dealer in a town 
of small population competing directly with dealers 
in cities of one-half or a million population. 


A successful displayman is necessarily a thinker. 
In sizing up a window display contest announcement 
his mind will quickly sense the conditions and his 
thoughts will run something like this: “I’ll examine 
the rules, prize grouping, in relation to our equipment, 
merchandise and store facilities to determine if I have 
a reasonable chance at the major prizes.” This re- 
quires only a second, and if he believes that his 
chances for the capital prizes are small, he reasons: 
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“Have I any chance to win a small return for my 
own personal extra effort and expense above what I 
would expend in installing the usual display for my 
firm ?” 


Any window display of national prize-winning 
qualities requires extra effort and expense in its in- 
stallation. Many displaymen will decide to remain 
out of the contest unless there-is some chance for 
remuneration for at least the photographic expense. 
If the season and demand for the goods involved is 
especially opportune during the period of the con- 
test he will feature the line with ordinary efforts and 
incidentally take a*photo and enter the contest. 

Some displaymen will enter all contests—we do— 
in which their ines render them eligible for the sake 
of pitting their skill against the ability and facilities 
of the topnotchers. Unfortunately, our windows are 
of the obsolete type, open-backed with no accessories, 
but we enter with enthusiasm every available contest, 
and as evidence that this article was not inspired by 
our own ill success in national contests we cite some 
of our prize awards. 

During the past six months four national contests 
entered gave us the following results: In contest 
No. 1 we won first prize in our group, which included 
cities from 25,000 to 50,000 population; in contest 
No. 2 we won first prize in a free-for-all, entire sea- 
son; displays to use “any make” of the particular 
class of goods involved; really an unrestricted con- 
test. In contest No. 3 we drew second prize in a na- 
tional free-for-all, no restrictions, sixty-day contest, 
involving one manufacturer’s product. Contest No. 4 
netted us only honorable mention, but we were one 
of only a half dozen hardware firms in the United 
States to draw even honorable mention, all major 
prizes going to drug stores. 

No doubt a manufacturer would have a lot to con- 
sider in conducting a contest to the best advantage 
on a more liberal plan. Many things enter into the 
problem, including the product or products involved, 
the percentage of consumption of the products in dif- 
ferent communities or districts in relation to varying 
populations, per capita consumption variations in dif- 
fering occupational or population zones, districts with 
best average results from the participation of dealers 
in the contests, amount of money available for prizes, 
and so forth. 


Many things call for different treatment, for per- 
haps no one plan would fit every kind of product. 
However, if the product is one of universal consump- 
tion, fairly well-balanced per capita regardless of 
density of population, it is apparent that the group 
system would bring the largest and most enthusiastic 
participation from dealers and displaymen. From the 
maximum of enthusiastic cooperation by dealer and 
displayman comes maximum results to manufacturer, 
and that is what he seeks through the medium of his 
window contests. 
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Fruit Displays Double F ountain Sales 


Displaymen Should Utilize Potential Sales Force Nature Has Given 
Highly Colored Fruits to Attract Trade to Store and Fountain 


By JAMES O. COOK, JR. 
Asst. Adv. Mgr., California Fruit Growers’ Exchange, Los Angeles, Calif 


O wonder the average merchant nowadays 
is kept at his wit’s end wondering what is 
going to be his next window attraction. 
Seasonable goods, milady’s perfumerie, 

dad’s tobacco, and even brother’s haircomb, all have 
their merits, but whether a window display is placed 
at the psychological time or not, whether it will have 
sufficient attraction to create purchases, are features 
that necessitate receiving considerable attention. 
Fortunately, Mother Nature has made many oi her 
products their own salesmen. Some by appearance, 
others by their well-known, health-giving properties, a 
few by a combination of these two assets, and still 
others by their delightfully refreshing tastes. For in- 
stance, the apple, through its appetizing flavor has be- 
come.a well-known favorite ; likewise appearance plays 
an important part in this preference—in all probability 
its attractiveness was used as an inducement in the 
Garden of Eden. However, apples are a commodity 
seldom seen or sold in drug store establishments, but 
oranges and lemons are, and in these luscious, highly 
colored fruits are golden opportunities for the display- 


See yours made on this machine 
Our Fountain 
Ai 0 rot a 


man to attract trade to both the store and the foun- 
tain; to use them as a potential sales force just as 
nature has and is now regularly doing. 

Already numerous stores (chain and independent) 
have seen the possibilities in fresh fruit drink dis- 
plays; in fact, two prominent organizations oper- 
ating in the aggregate more than fifteen hundred 
places of businéss have cashed in on the appetite ap- 
peal and attractiveness of such exhibits and devoted 
complete windows to oranges and lemons portraying 
their use in fresh fruit drinks. 

Foreseeing the outlet for California oranges and 
lemons through this channel, the California Fruit 
Growers’ Exchange, marketers of Sunkist and Red 
Ball fruit, perfected and placed on sale the Sunkist 
fruit juice extractor, an electrical machine that effi- 
ciently extracts the juice from citrus fruits. It has 
solved one problem for merchandising more fruit for 
them, and, after a four years’ campaign, over 41 per 
cent of the drug stores having fountains now boast 
a Sunkist extractor. 

Realizing that to gain the full benefits of such an 





Appealing Display of Fresh Fruits at L. K. Liggett Company, Uptown Station Store, Termifial Building, Chicago, II. 
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investment the retailer must have assistance, this or- 
ganization began offering the use of its dealer service 
department. Through this department the fountain 
owner now using the fruit juice extractor learns up- 
to-date ideas for merchandising fresh fruit drinks; 
he is instructed on better methods for displaying these 
delicious fountain drinks; and lastly, though an item 
of no small importance, he is being furnished highly 
colored lithographed display pieces whenever re- 
quested. The above illustrations offer a good example. 

These displays are over a thousand miles apart, 
yet each sets forth the same appeal; a refreshing, 
healthful drink, extracted from the real fruit with 
the added incentive of the buyer’s visibility of “see- 
ing it made.” And there lies a point which the wide- 
awake merchant is cashing in on, for he realizes that 
the general public has ceased much of its unwariness 
in accepting thirst quenchers and now demands a 
drink that savors of purity, one which contains be- 
sides its appetizing flavor some recognized food value 
and is devoid of both chemicals and coloring matter. 

In each of these displays the actual golden fruit 
is placed about the window to make its message a 
further drawing card, Sometimes it is loosely scat- 
tered about the floor; in other instances it is worked 
into figures or letters that spell out some feature of 
current interest to the public; again heaping baskets 
trimmed with silk ribboris that lend themselves to the 
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. 
Sales Producing Display of Fresh Fruit in L. K. Liggett Company’s Grand Central Terminal Store, New York City 
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color scheme offer the keynote to that desired effect 
which is to arrest the public’s attention; other novel 
stunts have also been used to carry out this “attrac- 
tion getting” part of the program; one fountain owner 
used a dispenser in the window who performed the 
actual operation of preparing a fresh fruit drink. 

It is in this act of the play that the display pieces 
stage their most important role. Each portrays a 
specific sales punch for fresh fruit drinks, either 
through appetite appeal or health-giving qualities. 
And, as no window is a complete success unless it 
impresses the prospective buyer with the benefits he is 
to derive from it, the displayman will do well to 
figure on these “closers” when designing his fresh 
fruit drinks window. The larger displays may serve 
as a background to set off the fruit that is used as 
subject-matter for the window, the smaller units as 
side pieces. 

The above combinations, attractively placed fruit 
and neat arrangement of display material, produces 
the desired effect upon the consuming public to such 
an extent that the stores whose windows are pictured 
increased their fresh fruit drinks sales more than 100 
per cent, to say nothing of added business in general 
over their fountain. 

When merchants are regularly enjoying these in- 
creases in business is there any doubt that fresh fruit 
drinks windows do not make the “passer buy?” 
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Incomparable Factor in Merchandising 


No Other Element or Factor Increases Sales to a Greater Degree Than 
an Appropriate Presentation of Merchandise Through the Window 


By CARL W. AHLROTH 
Display Manager, The May Company, Los Angeles, Calif. 


T is hard to believe that there are many 
persons who will assert that merchandise 
displays have no value whatever, but 
there must be many retail merchants who 

believe that the value of displays is small and incon- 
sequential, because otherwise these merchants would 
pay_more attention to such an important matter. 

There is no one thing that increases sales to any 
greater degree than a proper display and presentation 
of the merchandise which is for sale. Very few people 
ever buy an apple, or suit of clothes, or a tooth brush, 
or a cigar, without at first having seen, if not care- 
fully examined, the article. In fact, merchandise 
which is intended for sale to the customer is quite 
generally packaged and dressed up in such a manner 
as to make a practical appeal to the eye. 

The retail merchant who attempts to sell his wares 
without capitalizing on the manifest value of this 


> 


principle is not merchandising correctly. It is true 
that in most instances after the buyer has determined 
to purchase any particular article, and has specifically 
called for it, he will probably be shown that particular 
article in its attractive package, or in its attractive 
nakedness, if it is an article not packaged. There is, 
of course, some value even in this, but it is small, be- 
cause the sale has already been made practically 
before the customer entered the store. 

In order, therefore, to realize the most value from 
the human disposition to be attracted by beautiful 
things, it is necessary to begin to display long before 
the sale is made or even thought of. The real advan- 
tage of displays is not simply to please the customer 
after the sale has been consummated, but it is to at- 
tract the individual and to create in his mind a dis- 
position and desire to purchase the articles which 
are displayed. 
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Moreover, proper window displays and interior 
displays of merchandise are important factors in 
creating good-will. Even though they do not at the 
moment result in actual sales, they tend to create in 
the mind of the observer a conclusion that the retail 
establishment which exhibits its wares in such an at- 
tractive and pleasing manner must be a successful and 
prosperous institution, and must be one which is de- 
pendable and from which it is perfectly safe to make 
purchases. 

It is impossible to determine what proportion of 
sales volume is contributed directly through window 
display, but it is quite considerable judging by the 
results obtained through various displays that have 
been carefully checked. It will be found that those 
merchants who stand at the top of their classification 
are those who are thoroughly convinced of this and 
who spend large sums of money each year upon their 
display departments. When they build a new store 
there is nothing to which they give so much attention 
as the matter of arranging accommodations and fa- 
cilities for window displays and displays in the in- 
terior of their stores. 

Suitable and convenient show windows and in- 
terior cases will not of themselves display merchan- 
dise, and no matter how high class these fixtures may 
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Effective Ready-to-Wear Display in Silver, Green and Red Color Scheme by Carl W. Ahlroth, The May Co., Los Angeles, Cal. 
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be, their usefulness may be greatly diminished, if not 
entirely prevented, by putting into them improper 
merchandise or proper merchandise inappropriately 
located and arranged. It is far better to have an ordi- 
nary window and have in it the proper merchandise 
properly arranged than to have the most perfect fix- 
ture and have merchandise crowded into it without 
skill or judgment. 

We frequently see windows into which somebody 
has cast more or less merchandise. The window may 
not be so bad, and even the merchandise may be fairly 
suitable, but the manner in which the whole thing is 
arranged makes the result entirely ineffectual and 
sometimes a positive detriment. 

It does not require any extraordinary skill or any 
unusual art to make a fairly representative or effectual 
display. Of course, a man of experience and ability 
in this direction will do the best work, but if the 
store is not large enough to afford a regular display 
expert or a part-time specialist is not available, the 
person who has good taste, good judgment and some 
idea of order and neatness, together with some knowl- 
edge of what sort of merchandise should be displayed, 
can, with practice and study, produce surprising re- 
sults in sales simulation. But when possible the serv- 
ices of an experienced displayman should be utilized. 
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Spring Offers Display Possibilities 
Spring With Its House Cleaning and Special Occasions Offer Many 
Suggestions for the-Creation of Sales Compelling Displays 


By J. WALTER JOHNSON 
Display Manager and Art Director, The Powers Furniture Co., Portland, Ore. 





N a short while, blustery March days will 
be with us. Spring is almost here. The 
housewives feel its urge and are beginning 
to complain of the dilapidated condition 

of everything and anything they touch about the 
home. Tomorrow or soon, they are going shopping; 
perhaps just window shopping at first. Your displays 
should be ready and awaiting them. 

The progressive displayman takes advantage of 
special dates and yearly events to attract attention 
to his windows. The 17th of March, for instance, 
offers the opportunity for a clever, unusual display, 
not only for featuring party novelties, but for im- 
ported Irish dress fabrics, table linens or Irish laces. 

The accompanying drawing is suggestive of Ire- 





Wye 














—s 


a ac 


cy 4 


ey 





x the newestn 
TABLE 


LINEN 











cea oan A INV AEA vif Nie 
RoR eNO all VAY GUANA 


land and would make an ideal window for St. Pat- 
rick’s Day. Wallboard is a very important factor in 
the average display of today, and for a setting like 
this one, it is the foundation for all of it. The Irish 
scene would be striking done entirely in tones of 
green, while the panels at each side should be in 
white, decorated in green. The cut-out harps and 
pedestals should be finished in antique green bronze 
to harmonize with the panels. 

This setting would probably be equally effective 
with a drapery background or one of wood panels. 
By changing the background scene and removing the 
harps the setting could be continued as a spring win- 
dow to show any line of merchandise one would 
choose. 
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Background Suggestion for St. Patrick’s Day Display by J. Walter Johnson, The Powers Furniture Company, Portland, Ore. 
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For Every 
Window-Lighting Need! 


Shallow windows, deep windows—high 
windows, low windows—each may be cor- 
rectly illuminated with scientifically designed 
X-Ray Reflectors. 


The “Jack” and “Jill” reflectors at $4.50 each 
are two of the most popular units for medium size win- 
dows, while the “Queen” at $6.00 is the running mate 
of the “King” for larger windows. Do not forget the 
No. 33 FLOOD-Ray for unusual effects! 


Let X-Ray Reflectors Work for You, Mr. Displayman! 


CURTIS LIGHTING, Inc. 


1119 West Jackson Boulevard 


31 W. Forty-Sixth St. CHICAGO 3113 W. Sixth Street 
New York Los Angeles 
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Versatility Great Need of Displayman 


Manufacturers Have Made Many Elaborate Fixtures for Department 
Store Displayman But Hardware Man Is Left to His Own Devices 


By PETER P. CARNEY 
Manager, Publicity Department, Remington Arms, Inc., New York City 


OSSIBLY the greatest attempt ever made 
to interest the gun and ammunition, hard- 
ware and sporting goods merchants in 
displaying their merchandise was that of 

the Remington Arms Company last fall in their fourth 

annual Sportsmen’s Week window display contest. 

Five thousand dollars was offered in prizes for the 

best window displays, in three divisions, based on 

population, with one grand prize for the outstanding 
window. More than 500 merchants photographed 
their windows and entered them in the contest. Thou- 
sands of merchants trimmed their windows and 
worked up excellent displays but failed to photograph 
them and in consequence, good as their displays were, 
they could not be judged. 

The pleasing thing was that Remington received 
requests and distributed 55,000 window trims and dis- 





play stands. Not a bit of display material was sent 
out that was not requested. I know of no better evi- 
dence to prove the interest of merchants in window 
display than this, and am certain that as time goes 
on interest in developing windows to make them serve 
as salesmen will be more pronounced. Every mer- 
chant should make the most of his windows, be they 
large or small. 

The art of window display is distinctly an Amer- 
ican development. Visitors from abroad frequently 
comment on the superiority of window displays this 
side of the water. Of course, there are many dealers 
in Europe who have very good window displays, but 
they are exceptions rather than the rule. 

Probably the main reason for America’s su- 
periority in window display is the fact that we are a 
nation of specialists. America first saw the need of 
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Double Window Display by Wm. S. Dupree, Delavan, Wis., Winner of Grand Prize in Remington Sportsmen’s Week Contest 
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Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE HECHT FIXTURE CO. 
620 Medinah Building, Wells and Jackson 


Everything in Display Fixtures 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 


“CUTAWL” Decorative Cutter 





THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


THE MURDISON COMPANY 
316 North Michigan Blvd. 


Anaglypta and Decorative Papers 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


———y 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 


SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


THE SPANJER-JANES CO. 
1160 Chatham Court 


Distinctive Display Decorations 


Endorsed by most critical and discerning displaymen and merchants 


everywhere—and recommended 


to progressive purchasers by the 


Buyers Service Bureau of The DISPLAY WORLD. 
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specialists in window display. More thought and 
time and skill is concentrated on window display 
work in America than in any country of the globe. 
To be a good displayman in this country requires a 
considerable fund of knowledge and experience in a 
wide and diversified number of professions. 

Take the department store window decorator. He 
must be primarily an artist. His knowledge of colors 
must be thorough. He must have a nice sense of 
values that will prevent him from striking a false 
color note in the harmonies he creates, which are to 
appeal to the feminine buyer. He must be able to 
keep abreast of the fashions in apparel, not an easy 
thing to do. He must know considerable about tapes- 
try, hangings and furniture and thus be able to create 
the proper background for his picture. He must be 
a good stage manager so that his displays are well 
arranged and well lighted in the same way that any 
tableau is staged. 

While the hardware displayman is not required to 
know quite so much along these lines, he must still 
be equipped with an extensive knowledge of many 
subjects. For instance, he should know color. Color 
in one sense is more necessary in a window display 
of hardware than it is ina display of dry goods. The 
hardware displayman must be acquainted with the 
simpler phases of electricity. 

There are many times when a motor is necessary 
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for a moving display or a special lighting effect is 
desired. He must also be capable of using carpenters’ 
tools effectively. There are many fixtures to be made. 
The fixture manufacturer has made many elaborate 
fixtures for the haberdasher or dry goods displayman, 
but the hardware man is left to his own devices. 
After such home-made fixtures are made they must 
be painted, and so it is necessary that the hardware 
displayman be something of a painter and able to mix 
colors and apply them. 

There are many times when a moving display of 
some sort is desired and here is where the versatile 
displayman’s knowledge of mechanics comes in. He 
may arrange a certain display which on trial runs so 
fast it is in danger of breaking the window. Then it 
is necessary for him to know how to adjust his pulleys 
and shafting to make it run slower. 

In addition to all this the hardware displayman 
should have a good working knowledge of hardware 
and sporting goods itself. This diversified line is so 
far reaching and complex that it seems impossible for 
any one man ever to know it all and yet the display- 
man must be able to put in displays week after week 
of every type of hardware and always be able to bring 
out their selling points to advantage. 

In short, the hardware displayman must be ver- 
satile, willing to accept advice, able to learn and be 
consumed with an infinite appetite for hard work. 





Prize Winning Displays in Remington Sportsmen’s Week Contest. Top Left, McCormick-Saeltzer Company, Redding, Cal.; 
Top Right, Weller Company, Scotts Bluff, Neb.; Lower Left, Escondido Hardware & Furniture Company, Escondido, Cal.; 
Lower Right, Walter M. Jones, Ventura, Cal. 
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Decorate Your 


Show Windows 


for 


Profits’ Sake 


Schack’s New Spring Flower 
Book Will Help You 


Bigger and~better than ever; 28 pages in color, 
illustrating hundreds of new and novel decora- 
tive ideas that will make your displays not only 
more beautiful but successful profit producers as 
well. This New Spring Flower Book of decora- 
tive surprises will be sent you 


FREE FOR THE ASKING 
Address Dept. D 



















PARROT UNIT 


Wood veneer circle, 32 in. diameter, in wood 
vase painted black and decorated in gold. 
Parrot of plastic compound beautifully fin- 
ished. Best grade cloth apple blossoms and 
foliage. No. 10859, Unit complete $22.25. 
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Downtown Salesroom 
63 E. Adams St. 


Main Office and Factory 
134-140 N. Robey St. 






















NEW YORK OFFICE 


50 Union Square 


(N. E. Corner 4th Ave. and 17th St.) 


Georgian Silk Plushes | 


Manufacturer of 


FOR WINDOW DISPLAY = 
AND ba 
ALL DECORATIVE PURPOSES % 


CHICAGO OFFICE ke 
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Power of Better Merchandise Displays 


Increased Appropriation Given Display Department Each Year One of 
the Best Barometers of Display Recognition By Retail Dealers 


By M. H. LUBER 
Display Manager, The Killian Company, Cedar Rapids, Iowa 


EEN foresight and endless research are 
necessary for the installation of window 
displays that will arrest the attention of 
the passing throngs and interest suff- 
ciently to draw them into the store. It is not an 
unusual occurrence for requests to be made for ar- 
ticles shown in a window several weeks before, but 
in most cases it will be found that these were in a 
display of unusual character and merit. 





One of the greatest evils in the display profes- 
sion, especially in department stores, is the display- 
man’s like and dislike for certain classes of merchan- 
dise. Satisfying one’s self does not bring results, and 
a displayman who is really interested in his work is 
never satisfied with his accomplishments. A good dis- 
play today calls for a better one tomorrow, for it re- 
quires something new all the time to retain the in- 
terest of the public. 

There is no limit to the new ideas that can be 
gotten by the display manager who is alert and takes 
advantage of the opportunities offered. The popular 
magazines and daily newspapers, in addition to the 
many retail and display trade journals, are filled with 





partially hidden display suggestions, and all that is 
necessary is the removal of this covering and addi- 
tion of the displayman’s own ingenuity. There are 
a number of good display books available, and a 
keen buyer of these will be repaid for years to come. 

Displaying and selling merchandise through the 
show window has not yet reached its pinnacle of use- 
fulness, but in many cases the appropriation for the 
display department is equal to that of the newspaper 
advertising department. Every merchant realizes its 
importance and power, and before many years have 
passed it will be acknowledged and used by practically 
every retail store as the most important cog in the 
retail selling. 

Now is the time for the display profession to exert 
its greatest efforts, and the men now engaged in the 
field and who thnk more of their work than of their 
time are the ones who will profit. It is going to be a 
hard fight, but proper administration of the depart- 
ment and execution of the creations will eventually 
win out. Economy in both window and interior dis- 
plays are necessary and can only be achieved through 
careful planning. 


Interesting and Unusual Setting for Radio Display by M. H. Luber, The Killian Company, Cedar Rapids, Iowa 
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Distinct Contribution to Display 


“Handbook of Window Display’ Should Be Read by 
All Interested in Window Advertising 
ITH the publication of “The Handbook of 
Window Display” by William Nelson Taft, 
a distinctive and illustrious contribution to 
the industry of display has been made. For the first 
time since display has been recognized as a power in 
retail merchandising, the exponents of the art have 
been given a really authentic and complete text treat- 
ment on the subject. 

As stated in its foreword, “The Handbook of 
Window Display” is an effort to outline the ways in 
which success may be attained in the display field 
and to stress the importance of certain factors which 
are still too often overlooked. The principles referred 
to in the pages are fundamental and applicable to any 
type or size of store. The illustrations (both figura- 
tive and literal) have been selected because of their 
direct application to the different points made. 

The volume, “dedicated to the International Asso- 
ciation of Display Men, through whose efforts a trade 
has been raised to the realms of an art,” is certain 
to prove of immeasurable assistance to those who are 
endeavoring’ to sell more merchandise through em- 
phasis upon the visual appeal. It is composed of 
twenty-two chapters, 158 photographs showing win- 
dows of all kinds, 48 illustrative drawings, and the 
most practical means for solving every problem that 
confronts the retail store displayman. 

Every displayman should not only read this ex- 
cellent book, but should have it available at all times 
for reference. Although bound with flexible keratol 
and printed upon the best paper obtainable, a charge 
of only five dollars is being made when ordered direct 
from the publishers, McGraw-Hill Book Company, 
370 Seventh Avenue, New York City. 





DISPLAY FURNITURE MANUFACTURER MOVES 
David Van Blerkom Company, Inc., manufacturers of 
wholesale furniture for window and store display purposes, 
is now located in larger quarters at 124 Fifth Avenue, having 
just moved from 113 West Seventh Street, New York City. 
This change has made possible the completion of. their 
line of display things, so that it now comprises a most com- 
prehensive collection of furniture, mirrors and novelties. 





WROUGHT IRON DISPLAY FIXTURES 
The Display Craft Company, New York City, have created 
an unusually interesting line of wrought iron display fixtures, 
one item of which is an adjustable draping unit which can 
be used in a large number of different positions providing 
a limitless number of draping effects. Their ad appears on 
the inside back cover of this issue. 





ART PRINTS EFFECTIVE 
Mothers’ Day is providing a wonderful business-building 
occasion in retail merchandising and display circles. This 
fitting day can be enhanced by the appeal of the special 
“Mothers’ Day” prints sold by Rudolf Lesch, fine arts im- 
porter, 225 Fifth Avenue, New York City. These can be 
secured framed or unframed. * 
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Just -Published! 


Decorating 


Windows 


With 
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ARROW BRAND 





A book of practical suggestions for trimming 
show windows. 


Each successive step has been explained in 
detail, with accompanying illustrations, which 
will be of interest to the professional decora- 
tor, and great assistance to the amateur. 


Instructions and illustrations are given for 
making Tubing, Fluting, Cup and Petal Flut- 
ing, Panels, Rosettes and other decorative 
forms. 


Detail instructions and illustrations of twenty 
show windows are given with and without 
display. 


This is the only book of its kind published 
and everyone interested in decorating or trim- 
ming of any description should, send for a 
copy. 


Price, 25 Cents 


Published in the Interest 
of Better Windows 


By 


The Tuttle Press Company 


APPLETON, WISCONSIN 


Manufacturers of 
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NextStep In DrugStore WindowSelling 


Most Important ‘Advance in Display During Next Few Years Will Be 
Those Pianned to Help Sell More Than the Manufacturers’ Goods 


By A. D. CHILDS 
Sales Manager, The Packer Manufacturing Co., Inc., New York City 


OOKING back, it seems only yesterday— 
actually it is over twenty years ago— 
when the average druggist’s window con- 
tained but a couple of jars of colored 

water (through which his lights shone fantastically 
at night), a few boxes of pills or tonics, and perhaps 
a card advertising the current attraction at the “opera 
house.” 

Today you will doubtless find as high a propor- 
tion of keen merchandisers among druggists as in any 
other retail field. Today the druggist insists that his 
windows pay him a profit. 

When first the drug store owner realized the sales 
value of his windows, he filled them with a miscellany 
of merchandise, without plan, purpose, or any sug- 
gestion of good taste. Certain forward-thinking mer- 
chants soon discovered that a window . skillfully 
dressed and featuring one or two well-known lines 
would far outsell any helter-skelter display of goods. 

Manufacturers selling through drug stores were 
quick to take advantage of this. They sent out hand- 
some lithographed displays of their products which 


retail merchants were glad to install—for the displays 
were more attractive and effective than any they could 
afford to make up themselves. 

With hundreds of business houses competing for 
space in the druggists’ windows and only 52 or 104 
windows available during a year, the manufacturers 
who furnish the displays, on their part, have seen it 
become daily more and more difficult to secure show- 
ings for their display material. 

It is our belief that the next step in window dis- 
play will be the planning of displays which help the 
druggist to sell more than merely the goods of the 
manufacturer who supplied the display. 

Practically all the display material we supply is 
designed with this in view. For example, our newest 
display of Packer’s Liquid Shampoo is a ‘“combina- 
tion sales” window planned to help the retailer sell 
not only our product, but over a dozen other “hair 
beauty” items he has on his shelves—brushes, combs, 
shampoo sprays, hand mirrors, curling irons, hair 
clippers, pomades, etc. We have found the retail mer- 
chants eager to try the new Packer windows. 
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Display by Packer Manufacturing Company Effectively Illustrating Multiple Sales Idea 
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STAGING A COMEBACK / 


The pioneer makers of METAL DISPLAY FIXTURES, in response 
to repeated requests, announce that they will issue—on or about March 
30th—a new catalog of their most popular styles. 


Folks who are using today display equipment bought from the House 
of Newman a decade or more ago (and their name is legion!) will 
welcome this forward-looking notice. To all such, and to the newer 
generation of Display Managers and Servites, we offer an advance copy 
of this book gratis and without obligation. 
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If in dire need of elegant, substantial fixtures for your store RIGHT 
NOW write us and we will gladly send blue prints or photos, with sug- 


gestions, prices and full information. ) 


Specializing in 
Specialties \ 


Such items as special brass plates, 
bronze signs, cast letters, store direc- 
tories with removable letters, card 
holders, frames, costumers, brackets, 
racks and railings of all kinds come 
under this heading. 


Write us for free catalogs and ideas, 
please. a 


MAIL THIS 
samme 'COUPON NOW! #22222: 
1 NEWMAN MFG. CO, 
Cincinnati, O. 
Send data on CJ signs, () bulletin 
boards, LJ railings. 


THE NEWMAN MEG. CO. inti 


| 
i 
EST. 1882 . Se os col get ata ee settee ae al ah ein cS a eee ato a0 ao 


. Reserve a copy of the new fixture ! 5 
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420 ELM ST., CINCINNATI, O. 
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A Free Service of Seasonal Window Displays 











ET US send you, free, a folder of sketches 

and directions for installing six attractive, 
timely, window displays, appropriate to the 
Patriotic Holidays, St. Patrick’s Day, Easter 
and Spring, and suitable for any kind of store. 
The displays are simple, easily installed, beau- 
tiful and effective. 


We will also send you, free, an illustrated in- 
struction leaflet show- 


paper tubes, rosettes, fringes, nets, and other 
useful decorations are made. 


Both are free to display men. Send for them 
now. 


Dennison’s Window Display Service Dept. B 41 
Framingham, Mass. 


Send me the folder of seasonal window displays, and 


* your instruction leaflet. 
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Window Selling Should Be Display Idea 


Show Window Is Most Effective and Reaches the Greatest Number of 
People of All Advertising Mediums Available For Retail Merchant 


By E. J. SHORT 
Window Display Specialist, Danville, Virginia 


NE look is worth a thousand words.” So 
said a famous Chinese philosopher, and he 
was right—nearly everyone likes to “read” 
pictures. That is the one big reason be- 

hind the worthwhileness of window displays. 

At Forty-second and Broadway in New York 
City a merchant pays $15,000 a year for a store ten 
feet wide. One is caused to wonder how he makes 
it pay, but a careful study of the facts will reveal that 
this depends largely on what he says through his 
plate glass window. If he says the right thing in the 
right way he makes money; if he fails to do this, he 
is certain to suffer financially. 

To a greater or lesser extent every merchant in 
the country faces -the same situation, for the mer- 
chant’s windows are the mouthpiece of the store. 
They tell all about what can be bought inside. If they 
tell it well his sales increase, but if not, he loses 
customers and business. 

Some merchants hold window space so cheap they 
do not give it the thought it deserves. If every mer- 
chant had to pay Forty-second Street 
rent for a few weeks he would be 
obliged to leain how to sell intensively 
through his windows if he remained in 
business long. 

A conglomeration of articles in 
a window doesn’t mean much, but 
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if the merchant will endeavor to put over big ideas in 
his window displays he will be window selling, not 
merely window dressing. It is usually the idea back 
of the display and not the display itself that is respon- 
sible for sales. bits 

Nearly all selling results from ideas. Ideas can be 
presented to your potential customers mainly in two 
ways, advertising and window display, and the display 
reaches far greater numbers of people than can be 
reached for the same cost in any other way. 

The display idea for corsets presented below con- 
sists of three narrow posts of wallboard painted in 
oil and the center panel wallboard covered with satin 
and painted with oil. An ornamental vase filled with 
flowers on one side of the center panel and a large 
plaster urn on raised platform at the other side com- 
plete an effective setting for the posed wax figures. 

The background setting at the top. of the opposite 
page can be utilized for the display of practically any 
class of merchandise. 

At the bottom of the page is a setting for spring 
wearables, which should be 
constructed of white felt over 
a frame work of wood strips 
and wallboard. The three 
scrolls, trees and hexagon 

frame with center scroll are 
to be covered with closely 
fitted colored glass. 
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Artistic Display Setting Suggestion for Corsets by E. J. Short, Display Specialist, Danville, Va. 
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Creating Displays That Catch the Eye 


Nationally Known Designer of Displays Tells How Time, Money and 
Pains Are Lavished on Settings That Lure the Shoppers’ Dollars 


By BOYDEN SPARKES 
Feature Writer, Everybody's Magazine,* New York City 


HEN George A. Smith, the ten-dollar-a- 
week window trimmer of Hempel & Klotz- 
bach, left their store on Front Street, in 
Elkader, Iowa, there weré no display man- 

agers in this country; but when George A. Smith 
reached Broadway some years later there were no longer 
any window trimmers. All of them had become display 
managers. There had been no metamorphosis, though, 
which quite equalled in its completeness the change of 
Smith, the window trimmer, into Smith, the display 
consultant. 

All the things that politicians have done to our 
purses in that time through the imposition of such cruel 
levies as the income tax and the war taxes, if squared, 
would be as nothing to the money you and I have spent 
as a result of the ceaseless plotting and planning of this 
same George A. Smith and his confreres. If it were 
not for selling power there would not be much buying 
power, and the millions of horse power derived from 
coal and water and all the directing skill of myriads of 
fingers of craftsmen and craftswomen would be wasted 
—largely—only for George A. Smith and those who 
conspire as he does to make the rest of us buy, buy, buy. 

“It’s pretty much like fishing,” says Smith, this Be- 
lasco of the window displaymen. “There are few finer 
thrills in this world than the strike of a trout,” he said, 
“unless it is successfully baiting a display window for 
men and women. This will show you what I mean.” 

He displayed a photograph of what at first glance 
appeared to be the reception room of a hospital. Behind 
the desk sat a pleasant featured, alert young woman in 
the white costume of a graduated trained nurse. A 
man standing in front of her was apparently seeking 
information about a patient in the hospital, and the ten 
or eleven year old girl with an armful of flowers who 
stood just in the rear of him was more than a hint that 
they were paying a call on a woman who was the wife 
of one and the mother of the other. In one corner stood 
a rubber tired wheel chair. The walls were gray and 
bare of pictures. The floor was of rubber tile. It was 
not a hospital reception room that had been photo- 
graphed ; it was a stage likeness of one that had been set 
up in a Broadway window by George A. Smith. The 
nurse, the man and the little girl were wax figures. 

“See the rubber tile flooring?” he asked. “Well, it’s 
a pretty good sort of fishing that -catches thirty-five 
thousands dollars’ worth of business. That one window 





* Reprinted through courtesy of Everybody’s Magazine, 
New York City. 





display unexpectedly sold that much rubber tiling. We 
dramatized our product in that display. That is what 
display managers are striving to do every time they 
change a show window. Our problem here was to show 
that where quiet and sterile cleanliness are desired this 
rubber flooring is best. The nurse told part of our 
story; the father and the little girl told more; but the 
procession of people who passed that window, and 
stopped in passing to see our display, told themselves 
more than we showed. Their imaginations carried them 
behind the closed doors of the reception room; they 
saw in their minds some of the situations that occur in 
which this kind of flooring becomes a valuable ally of 
the sick in their fight for life.” 

There was a time when window displays were noth- 
ing more than symbols of various trades, the familiar 
red and white striped pole of the blood-letting barbers 
of medieval times ; a huge boot for a cobbler’s establish- 
ment ; a mammoth key for a locksmith; vat-like bottles 
of colored fluids for the druggist; wooden Indians for 
the tobacconist. It was a true sign language, since the 
majority of the customers to whose eyes they were ad- 
dressed could not read. 


It was a bold druggist who cut loose from the big 
glass bottles and began to display some of the actual 
merchandise he had for sale, but when one had taken 
this step the majority were quick to adopt his idea. 
Nevertheless, all over the country there are drug stores 
whose old-fashioned proprietors are fundamentalists. 
A precious symbol of their craft is the red fluid that 
gleams so warmly on a winter’s night with a gas flame 
burning steadily behind it. One does not have to be a 
chemist to know that the fluid in the green bottle is 
brought to that precise shade by the use of copper sul- 
phate, or that the purplish liquor in the stoppered glass 
with swollen sides is an aniline solution completely and 
disappointingly unfit to drink. 

The colored bottles of the druggist are a heritage 
from Italy in the days of the Borgias, when a chemist’s 
shop was regarded as the most covenient approach to 
an enemy’s death. As for the cigar store Indian, he 
deserved his place of honor before the tobacco shops. 
Sir Walter Raleigh, returning to England with the 
means of obtaining pleasure from a weed fire, gave the 
Indians full credit for the discovery. Whoever he was 
who first carved a crude likeness of a redskin, he pro- 
vided employment for many and many a beached sailor- 
man in the years to come. The carving of wooden In- 
dians from the stumps of broken masts of sailing ships, 
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It is by the realistic detail of such life-size scenes as this rural porch and 
summer day at the seashore that Mr. Smith (inset) makes thousands pause and 
inspect his windows. Arrangements of a setting like the one above cost infinite 
pains and two thousand dollars, but its admirers block traffic on the sidewalks. 
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while it never reached the proportions of an art, was 
for a long time a lucrative business. But even the 
sellers of tobacco now find it more profitable to excite 
the appetites of their customers by displaying their 
actual wares than by the exposure of a sour-visaged 
example of wooden sculpture. And the window display 
expert of today is more likely to come from the Beaux 
Arts of Paris than from a shipyard. 

For men like Smith and the owners of the big retail 
stores the target that the display managers (once the 
lowly and by no means self-assertive window trim- 
mers) are shooting at is easily visible to them, no matter 
how far below the horizon it lies for the most of us. 
The target was in the field of vision of the toastmaster 
of a dinner given in America a few years ago to Sir 
Henry Arthur Jones, the British playwright. 

“The day is coming, Sir Henry,” this spokesman of 
American business said, “when talent like yours will be 
enlisted as a part of the world’s greatest selling force. 
Your skill will be vital to business; it will be necessary 
to keep the wheels turning.” What he meant was that 
the great dramatists had learned how to capture some- 
thing that the window trimmers of the retail stores have 
been groping for. 

Smith agrees with that idea, but with reservations. 
“The playwright,” he said, “has an audience that has 
been sold before it takes its seats. We fail unless we 
make our message strong enough to send folks away 
from our shows to pay for what they have seen, and we 
have to do that without the use of words. It is an art, 
all right, and it is linked not only to the drama, but also 
to sculpture and painting. 

“A show window without a central idea is usually 
as hopeless as a painting that lacks a focal point. This 
is an art in the making, but it is an art nevertheless, even 
if all men who are on the payroll as display managers 
are not artists, although they should be. Take Joseph 
Urban for example.” 

Not many persons who have ever seen the Follies 
have to be told about Urban, the Viennese artist. He 
came to America from a Continental background. He 
was an artist, but an adaptable one, and before he had 
been long in the United States he had practically revo- 
lutionized spectacular stage arrangements. One of his 
ideas was for a particular type of shadow box setting 
which gives the effect of a huge picture. His training 
had not, supposedly, prepared him for a career display- 
ing goods for any of the 1,020,000 retailers of the coun- 
try, and yet he found this a rich field.. An automobile, a 
moderate priced car, set in one of his shadow boxes and 
properly illuminated, became a jewel. Urban was not 
the only artist so enlisted. Tony Sarg, the illustrator and 
creator of some memorable marionettes, has a contract 


with one of the country’s largest department stores to: 


prepare a Christmas window display for them for the 
next ten years. The first job he did for them cost 
twenty-five thousand dollars. So much for the fact 
that window trimming offers a chance for the artist. 
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That is what Smith had in mind when he mentioned 
Urban. But there was more to this thought. 

There are some window displaymen who lift a scorn- 
ful lip at all windows in which price-marks are dis- 
played. ‘Merchandise windows,” they identify them, 
using the tone and manner of an old cattleman saying 
“sheep herder.” On the other hand, those displaymen 
who cling to the use of price tags ask, pertinently 
enough, “What is the use of window displays if not to 
sell goods ?” 


Most window displays are set up at night, but there 
is one big store in New York which trims its windows 
by day in the privacy of its basement. At night when 
the curtains are drawn across the face of the plate glass 
windows the floors of the glass walled display rooms 
are lowered into the basement. This is possible because 
each window contains a powerful hydraulic elevator. 
In the basement the passé display on its five-ton plat- 
form is rolled aside on tracks and then the newly pre- 
pared display is pushed onto the elevator and lifted into 
place. In a surprisingly brief space of time, quicker, 
in fact, than a scene is shifted in a theatre, the change 
is made, and window shoppers gazing through the glass 
never suspect that the travertine marble is not the solid 
flooring it appears to be. Because of this mechanical 
advantage, that store changes its window displays twice 
a week, and the lady of fashion who depends on its 
displays for her information is never kept on the rack 
of suspense. 


The man who lives in San Francisco or Dallas or 
Memphis or St. Paul is just as apt to fall under the spell 
of Smith’s art as any New Yorker. The Smith influ- 
ence on the show windows of towns all over the United 
States is exerted because manufacturers with a nation- 
wide distribution consult him in order to get up window 
displays that retailers will be glad to use. Among his 
clients is one of the largest manufacturers of toilet 
goods, a belt manufacturer, a concern that makes miles 
and miles of linoleum every year, a paint company, and 
numerous others. 


Assume that his client manufactures heating plants. 


for country homes and wishes to get a design for a 
window display that will be attractive and so obviously 
a seller of merchandise that it will persuade retail 
dealers handling his product to devote some of their 
precious window space to his article. He has such a 
client, it may be said. 


“We want something more than an attractive col- 
lection of lithography,” announces this manufacturer 
as he enters the Smith studio. “We want to get our 
displays into dealers’ windows, and since our dealers 
are for the most part hardware men our product is in 
competition for windows with the two thousand and 
one other articles that hardware men sell. We want 
that window display space. We want it in Keokuk, we 
want it in Chicago, in—” 

“T understand,” soothes Mr. Smith, and summons 
the chief of his staff of artists and several of his assist- 
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ants, and then they take the manufacturer into a part 
of the studio where there is a battery of show windows 
without glass, stages where window displays are created 
and rehearsed. There the problem is talked over and 
worked out until they have settled on the story that is 
to be told. When the model windows have been dressed 
to the satisfaction of the manufacturer, when a satisfac- 
tory lithograph likeness of his product has been created 
—if that method of display is adopted—the window is 
photographed. Then its properties are plotted in the 
same manner as they would be for a traveling show. 

In cartons containing a cardboard cut-out, and in- 
structions for duplicating the approved display, they are 
shipped to the manufacturers’ dealers. 

There is the matter of color. It takes the average 
person just about seven seconds to pass a show window. 
Those seven seconds bracket the opportunity of the 
window displayman. If his work is worth while, if his 
magic is potent, it must function within that brief time. 
All of them know that red is the most challenging of 
colors, but many of the less expert ones do not realize 
that, because it taxes the eye, red does not hold the at- 
tention long. 


The ultra-modern window display specialist finds 
himself engaged in a competition too keen, however, to 
rely on a single feminine assistant, no matter how clever. 
The hunt for ideas is eternal, on the covers of maga- 
zines, in other stores, wherever people gather. 


“Gano Downs Company, of Denver, Colorado,” said 
Mr. Smith, “send their display manager abroad from 
time to time. He comes back bursting with ideas. That 
same store has its windows equipped with a curved glass 
that is so perfectly transparent that one standing out- 
side is puzzled by the feeling that there is no glass, that 
the goods are being displayed in the open air. That 
kind of display glass would be more popular if it could 
be used without incessant cleaning: The slightest speck 
of dust destroys the illusion, and more than one porter’s 
time is occupied in polishing that great expanse of 
curved plate glass. A lot of experiments in tilting the 
window glass at various angles are being tried in pur- 
suit of perfection. 

“Over in Philadelphia Strawbridge & Clothier send 
their display manager, Koerber, abroad every now and 
then to refresh himself, to glean an idea at Maison La- 
Fitte, or in one of the galleries of the Louvre. Invaria- 
bly in that procession going overseas for ideas to be 
transformed into material for show window dramas is 
Carl Goettman, display manager of Joseph Horne, in 
Pittsburgh. There are many others, but there is another 
procession of which we are not so conscious. The mer- 
chants of foreign countries are beginning to realize 
what they can learn about display in America. 

“There are a few Meccas for these foreign visitors. 
One of these is Marshall Field & Company, in Chicago, 
where the display windows are ruled by A. V. Fraser, 
a real genius in this field. -When I was struggling to 
(Continued on page 44) 
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Flood-0-Lite. Ir. 
rspot and seat 


FLOOD-O-LITE, JR: is the 
POPULAR spot- “flood light 
among displaymen. Thou- 
sands of them are now in use 
in the display windows of 
the country’s leading stores. 
FLOOD-O-LITE, JR. is effi- 
cient, durable, convenient, 
and gives best results. Can 
be used on floor, wall or 
ceiling, and moved wherever 
desired. Equipped with 5- 
ft. cord and separable at- 
tachment plug. Complete 
with color attachments and 
‘our Color-Lites. 









































Price, $15.00 


Sirrling 
Keflectors 


Specially designed from sil- 
vered glass in shapes and 
sizes to meet every require- 
ment for BETTER lighting 
in show windows. Finished 
in rich Indian Brown color 
to harmonize with back- 
grounds and fixtures. Com- 
plete literature sent on re- 
quest. 


Sterlin ing Reftector 
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REFLECTOR & ILLUMINATING C0. 


Manufacturers and Engineers 


1403 JACKSON BLVD., 
CHICAGO, U. S. A. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


(1) Clinton B. DePuy, B. F. Goodrich Rubber Co., New York City; (2) Nat Wylie, Steele Hardware Co., Wichita, Kansas; 

(3) Louis Sitner, Boylan-Pearce Co., Raleigh, N. C.; (4) Andrew Matzer, F. & R. Lazarus Co., Columbus, Ohio; (5) Sol Fisher, 

Fisher Display Service Co., Chicago, Ill.; (6) George E. Smith, Magee’s, Lincoln, Neb.; (7) W. Z. Coy, Miller, Rhoads & Swartz 
Co., Richmond, Va.; (8) R. H. Longenbaugh, The Eagle Stores, Chicago, Ill. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


Group of Eight Artistic Displays by Harold L. Braudis, Director of Display, Meekins, Packard & Wheat, Inc., Springfield, 

Mass.; (1) Royal Dalton China in Interesting Setting; (2) Irene Castle’s New Creations in Silks; (3) What Paris Says for 

Sportswear; (4) New Styles in Gloves at Special Prices; (5) Entire Window Devoted to Paris Garters; (6) An Unusual Corset 
Display; (7) After the Joyful Hallowe’en Entertainment; (8) Effective Display of Arrow Collars. 


: 
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Foremost Displaymen Predict Future 


Remarkable Advance in Profession of Display Will Be Experienced 
During Coming Year According to Statements of Leading Artists 


Editor’s Note——So many expressions of confidence and 
inspiration in the future of display, indicative of the progress 
of the year 1926, were received by The DISPLAY WORLD 
that all of them could not be published in the January num- 
ber. The expressions below are only a few more containing 
thoughts to ponder over from some of the country’s foremost 
artists in the display field. 


DISPLAY READY FOR A BANNER YEAR 


By HAROLD L. BRAUDIS 
Dis. Mgr., Meekins, Packard & Wheat, Inc., Springfield, Mass. 


* epoened changes have appeared in the world of display 

during the past few years. New ideas, effected by the 
introduction of display art, have convinced store owners of 
the importance of attractive displays. Color combinations, 
new styles and artistic effects have brought out the beauty 
of distinctive display. 

With this encouraging foundation, displaymen are build- 
ing ideas for a banner year. Merchants are increasing the 
budgets for the display department because of their knowl- 
edge of its power and importance. To produce the desired 
results the displayman is taxing his brain for ingenuous and 
original ideas which eventually materialize in the result of 
marked increase of sales in his store. 

More and more the artistic and practical ideas are allied 
to take the place of the awkward and valueless displays of 
yesterday. The brilliant background of the last few years 
united with the more advanced and newer accomplishments 
of today will surely cause the displays of 1926 to coordinate 
with the predictions of prosperity and big business. 


BETTER LIGHTING IS MAKING BETTER DISPLAYS 


By JOSEPH T. JARET 
Vice-President, Sun-Ray Lighting Products, Inc., New York 


T is apparent that much progress has been made during the 

past year towards improving the effectiveness of displays 
by introducing the use of light in volume. Heretofore little 
or no attention was directed toward employing correct show 
window lighting, with the result that many splendid displays 
lacked the deserved appeal and selling power because of in- 
sufficient or poor lighting. The department stores and chain 
stores were first to appreciate the possibilities of making 
show windows pay dividends through correct illumination 
and the smaller shops were quick to follow. 

The outlook for 1926 is all that may be desired and we 
can not but feel that the art of display will see big strides 
forward with the impetus to be gained by using light and 
plenty of it. The entire industry is indebted to The DIS- 
PLAY WORLD for the leading role it has played in pro- 
moting the welfare and success of the industry and pro- 
fession in general. 


GREATER SPIRIT OF COOPERATION WOULD HELP 


By E. V. BOYD 
Display Manager, The Diesel Company, Lima, Ohio 


spratpatnesatel the passing of 1925 will bring sighs of relief 

to most merchants, displaymen, advertising men, in fact, 
the entire general staff of most mercantile institutions. 
While the business depression has given most of us nervous 
prostration, it is my impression that the display craft has 
had a real test and not been found wanting. 

While the condition may not have been general, the news- 
papers in this city felt the slump keenly by the loss of so 


much advertising, as merchants cut down their appropria- 
tions and depended more and more on window display. 

Most salesmen for fixture houses, flower houses, etc., who 
have called on me report some of the best business they ever 
enjoyed and seem to feel that it was due to the fact that 
merchants are becoming more sold on display publicity. 

While, in my estimation, this city has always been a little 
backward in the quality of their displays, there is a grow- 
ing tendency toward better, more modern store fronts and 
finer displays in general, with a steadily increasing number 
of such firms as banks, building and loan companies, public 
utilities, etc., beginning to install windows and using them 
regularly. 

One bank here, having two windows, has inaugurated a 
policy of using one to promote their own interest and de- 
voting the other to the use of their customers, with weekly 
changes, and their displays have been very creditable. 

The Western Union Telegraph Company, I notice, have 
been featuring attractive posters in easel frames, with special 
lighting effects, and practically every automobile sales agency 
in the city had a window display featuring cars as the 
Christmas gift, and most of them much more elaborate than 
ever before. 

Business conditions look very much brighter here. The 
Lima Locomotive Works, our principal industry, and a feeder 
for other large plants of the city, have orders booked to keep 
them busy for quite a while and with likely prospects for 
increasing production as railroads begin to purchase more 
equipment. By the way, I have often wondered how the job 
as displayman for a locomotive works would be handled. 
Probably the unit system with a few lumps of coal, an oil 
can or so arranged in dainty groups, and a few wads of 
wiping waste as accessories. 

The year 1926 will be probably just what we make it, 
as usual, not individually, but altogether, with every fellow 
doing his bit, exchanging ideas, forgetting petty jealousies, 
adopting a spirit of cooperation and a determination to show 
the boss and the world that we are on the map in big red 
ink and that when the boss gives us a dollar to spend we are 
going to return it with ten or more tacked onto it. 


1922—WHAT IS ACTUALLY AHEAD 


By W. Z. COY ’ 
Display Manager, Miller, Rhoads & Swartz, Norfolk, Va. 


ITH the passing of 1925, every displayman is no doubt 

directing his thoughts toward preparations for the 
coming seasonable events, connected with the mercantile 
business, of which his post of duty plays a very important 
part, presenting styles and modes adopted by Dame Fashion 
for the ensuing year. 

Based on mercantile reports throughout the country, busi- 
ness conditions for 1925 did not reach the peak anticipated, 
although reports in general regarding the past Christmas 
season is very encouraging, indeed, some localities reporting 


volume comparing favorably with the war peak, others being | 


frank to admit their holiday business had surpassed all ex- 
pectations. 

All of which indicates that the public is in a buying 
mood, and with such prevailing conditions the merchant 
must secure sufficiently wanted merchandise to supply the 
demand, although supply and demand is not the paramount 
issue in present-day merchandising. But only through the 
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This Relief Map was built 
up from layers of card 
board cut out with 


CUTAWL 


Another proof of the almost unlimited 
possibilities with the Cutawl. 


Very often we find ourselves surprised to hear 
of a new use for the International Cutawl. 


Here is a relief map built up out of layers of 
card board cut with the Cutawl by Brown & 
. : Brown, Inc., Forest Engineers, Portland, Ore., 
This new use of the versatile Cutawl may sug- for the Glen Blair Redwood Company, of Glen 
gest to some enterprising display manager a Blair, Cal. . 
new window display idea, for background or The Cutawl is the right hand 
floor, that has never before been created. of efficient display work. 


MR. THEODORE B. BROWN writes us: 

“We purchased the Cutawl to make a relief map of some I DA y 3 FREE T RIA 
8,000 acres of timbered lands, of which we had recently made a 
topographic display. It worked splendidly. We were very much 


pleased with it. We have made cther relief maps with a jig- s * : . 
saw and find there is no comparison between the efficiency of Write us for particulars, pictures of displays and 
the two methods, the Cutawl doing the work so much more testimonials from enthusiastic users. 


quickly and pleasantly and less expensively.” 


THE INTERNATIONAL REGISTER CO., 13 So. Throop St., CHICAGO 








Designed to effect pleasant 
magnetic force in Shop Windows! 


The “Science of Decoration” includes more 
than a knowledge of art—it also requires 
“Objects of Art’”——-which is precisely the 
double advantage you have in securing your 
needs from us. 





Artificial Flowers 
and Plants 


embracing over a thousand Imported 


‘ : P Italian 
different items, from single Bead 


flowers to complete plants. Flowers. 





We invite you to consult us re- Rich, 
garding ideas for distinctive win- 
dow displays—offered by experts. 
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TRADE MARK REG. 


Reflector 


No. 20 
| $3.75 


| 
| 
{ 
i 





Correctly designed—no won- 
der it produces ultra-light. 


No. 20 for 150 or 100 watt 
lamps, $3.75 


No. 25 for 200 watt lamp, 
$4.75 


Shade holder included gratis. 
Write us for complete data today! 


SUN-RAY LIGHTING PRODUCTS, Inc. 


119 LAFAYETTE ST. NEW YORK, N. Y. 








Santa Claus 


You will find Santa 













j fully to any holiday deco- 
ration. It is made up of 
a multitude of crystal 
mM clear flakes that glisten 
fi and sparkle brilliantly 
mM under any kind of light. 


Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and is effective. 


You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., Forest Pare, im°” 








Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples sent 


on request. 





Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 











careful selection of merchandise by the store’s department 
heads combined with successful selling. Success of merchan- 
dising depends largely upon the efforts put forth by the 
display manager through his method of presenting their 
wares to the shopping public, appealing to their desire to 
buy, through the means of suggestive selling. 

The displayman today is one of the most important sales- 
men engaged in the retail business and compelled to demon- 
strate his sales ability through his knowledge of presenta- 
tion, deprived entirely of the opportunity of promoting or 
closing a sale by word of mouth. He must depend entirely 
upon the promotion and closing his sales through the sug- 
gestive appeal, compelling a desire to buy. 

The display profession is rapidly forging to the front, 
receiving the recognition from merchant and manufacturer 
as a profession, possessing high ideals and compelling a 
greater confidence and respect for men engaged in same. 

The displayman is at last being recognized as more than 
just a mere machine in the store’s recognition. Today the 
display manager in most of our retail establishments is be- 
ing recognized as one of the store’s executives and looked 
to for suggestions and opinion relative to the conducting and 
operating of the business. 

All of which credit is due to those associated with the 
profession individually and collectively, namely, by putting 
forth constant efforts toward the producing of greater re- 
sults. A careful survey of results obtained through their 
endeavors in connection with the retail business, posting 
themselves on general conditions throughout the store as a 
whole, operating of display department on a strictly business 
basis, and last, but not least, the organizing of national and 
local associations of men engaged in the craft, bringing 
about a closer affiliation among men connected with this 
important work with an honesty of purpose as their goal 
toward the upbuilding of the profession through instructive 
and educational methods until at last display window adver- 
tising has been recognized by the retail interests as one, if 
not the most important selling medium connected with 
present-day merchandising. 

Individually, we can do but little toward the upbuilding 
of our chosen profession; collectively we can accomplish 
much. 


MORE MONEY FOR THE DISPLAYMAN 
By EARL P. KLEPPINGER 
Display Specialist, Beatrice, Neb. 
HE past five years has shown a great advancement in 
display work .over the country and especially in the 
medium-sized and smaller cities. Not so many years ago 
one could go into any of the smaller cities and possibly find 
one merchant in the entire town. who kept his displays up in 
a manner worthy of consideration. Most of the grimy, 
smoke-covered windows were not dust-proof and the mer- 
chandise was covered with soot, dust and cobwebs. The show 
cards, if any were used, were very crude and amateurish. 
The merchandise itself was not only poorly displayed, but 
had been left in the window so long that the colors had faded. 

The present-day windows in these same towns, although 
far from perfect, reflect the manner in which they are kept— 
displays arranged with care and thought to the sales idea 
and cards that showed real works of art. 

The small shops, drug stores, banks, florists, and every 
line of merchandising imaginable, who can not afford a full- 
time displayman, are often quite willing to pay well for 
novelty or special displays installed by a specialist. As a 
rule, if the displayman is well known in the vicinity, a little 
sales talk will sell many of these dealers a display contract 
for six months or a year. 

The one big reason why these small merchants are willing 
to pay for display work and show cards now when they for- 
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merly would not goes to prove that they have awakened to 
the fact that their windows are the very best medium through 
which to increase sales volume. 


PROGRESS RESTS ENTIRELY WITH PROFESSION 


By RALPH G. HAMER 
Display Manager, Desmonds, Los Angeles, Cal. 


T= display profession during 1926 will climb several 

notches nearer to occupying its rightful place in mer- 
cantile exploitation. Merchants, manufacturers, banks, rail- 
roads, the United States Postoffice Department, in fact, every 
type of business is realizing and learning more daily of this 
greatest of all advertising mediums. They are awakening 
to the fact that money wisely invested in display pays im- 
mense dividends. 

Big business is now looking for men who are capable of 
planning sales-producing campaigns through the medium of 
window display. Men of vision—real executives—are desired 
who are alive to the fact that there are far greater possi- 
bilities to a window display than that of making it an ex- 
hibit of what is on sale inside the store. 

So with this desire on the part of merchandisers to de- 
velop this great medium, the rate of progress during 1926 
rests entirely with the displaymen themselves. This should 
be a most satisfactory condition and should result in a year 
in some wonderful developments. 

The year 1926 will be our banner year. 
most of it. 


GREATER DISPLAYS CERTAIN DURING 1926 


By R. H. LONGENBAUGH 
Display Manager, The Eagle Stores, Chicago, Ill. 


Let’s make the 


AS time progresses more time and thought is put into win- 

dows showing all kinds of merchandise, and if it is a 
business where no merchandise is sold and the only thing to 
advertise is service, it can most profitably be featured through 
the medium of window display. A popular taxicab company 
recently advertised its service through a series of well- 
executed displays that the management declared was pro- 
ductive of more business and good-will than any other form 
used, 

So with the knowledge that we have of its power and in- 
fluence we should exert every effort to give our employers 
the best that we have. A displayman who does not receive 
at least one of the display trade journals and several retail 
journals so that he may know of the good things done by his 
fellow-craftsmen is not carrying on as he should and is 
qualified to do. 

Let our new year be another step toward success for the 
industry of display and the profession itself. 


TOWARD THE GOAL OF PERFECTION 


By L. j. BELL 
Display and Adv. Mgr., Hamilton’s, Albany, Ore. 


Lg might say that the past year marked an epoch in the 

art of display. The coming year will mark far greater 
strides toward the goal of perfection. We in the profession, 
as well as the merchants throughout the country, realize or 
must soon realize the fact that the public, as a whole, are 
becoming more interested in the finer things of life. So it is 
with display—throughout the nation keener interest is mani- 
fested in beautiful windows. 

Does not the merchant seek interest from the public? 
Certainly! Since this can be most easily procured through 
attractive, compelling displays, lives there a merchant or 
displayman who should not say to himself, “From now on 
my windows shall shine—they shall attract attention?” 
When those windows shine with beauty, Mr. Merchant and 


(Continued on page 55) 
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Twelve Distinctive Creations in New 
Designs. of Window Display Fixtures. 


“BUILT OF GENUINE WALNUT” 
In Plain, Decorated and Hand-Carved Styles. 


“FINISHED WITH LACQUER.” 
CARRIED IN STOCK FOR PROMPT 


SHIPMENT. 


IF INTERESTED IN EFFECTIVELY SOLVING YOUR 
DISPLAY FIXTURE PROBLEMS, WRITE FOR FULL 
PARTICULARS COVERING OUR COMPLETE LINES 


Quincy Show Case Works 
Be Quincy, Ill. U.S.A. 














Prepared Maidenhair 


Small, $2.50 

per 100 sprays 
Medium, $3.50 
per 100 sprays 


Large, $5.00 
per 100 sprays 








Green, 


Also 


Colors: 


yellow, pink, 
lavender. 
two and three 


color shades on request. 


Prepared Asparagus Ferns, Easter Grasses, Palms, 
Trees, Smilax Vines, Plants of every description. 
Home of the celebrated and guaranteed Fibre Flowers 


made in U. S. A 


Largest Variety of exclusive imported Artificial 


Flowers. 


A & K Plant Preserve Co., Inc. 


123-125 West 20th Street, New York City 
VISIT US WHEN IN NEW YORK 
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Most of us have, at some time 
during our business experience, 
been called upon to test our 
sales propensities. Whether the 
experience proved successful matters not, but sales- 
manship, it seems, is something that all of us should 
know at least a little about. There is no telling when 
we may be ¢alled upon to sell—perhaps our ability 
and capabilities. 

Whatever it might be, there is the possible and 
probable chance that some knowledge of sales essen- 
tials will in some manner determine the gain or loss 
of something beneficial to us. It may be the deter- 
mining essential in placing us in or withholding from 
us some position of great prestige or profit through 
the interest in salesmen, what they are doing, methods 
used in selling, and so forth. 

Much of general interest and benefit may be 
learned from these highly trained individuals. Their 
contacts with many persons and activities make them 
valuable acquaintances and worthy of careful study 
by all of us. 

One great institution with salesmen operating in 
every corner of the globe has reported that there are 
generally nine reasons why a merchant will not buy. 
If every one of us would study these reasons and 
apply them to our own particular business—or the 
business of life—and be able to successfully combat 
and break down the obstacles that might be termed 
synonymous to the nine barriers to a sale, then we 
would be better able to carry on in the business and 
civic world. 

The nine reasons that were compiled by this great 
manufacturer that may be likened to the series of diffi- 
culties to be encountered in the daily routine of our 
own work are—too busy today; what have you? not 
interested ; we’ve tried it before; not buying a thing ; 


A Valuable Lesson 
May Be Learned 
From the Salesman 


we'll want one next fall; we'll consider the matter; I 
like your competitor’s product, and, the price is too 
high. Interesting processes of the accomplished sale. 
Can you get any good out of the ladder of successful 
selling as applied to your own business ? 





Successful businesses are those 
whose policies insist on rigid ob- 
servance of certain business prin- 
ciples, otherwise known as ethics, 
and an active appreciation of their obligations to the 
shopping public in the form of service. This is mani- 
fested in a variety of ways other than in the store 
policies of quality goods, fair prices and guaranteed 
satisfaction. We find it in most distinctive form in 
store appropriations and expenditures designated for 
employment in a form that will in some manner in- 
crease store efficiency for the advantage and profit of 
the customer. No progressive merchant or any busi- 
ness man will hesitate to invest money in any de- 
partment of the store when the object of that invest- 
ment is better store service, in any of its many forms. 

It would be difficult to recall any great success in 
the mercantile field or any other that became great 
without occasional, and, more likely, frequent invest- 
ments in the business. True, results are not always 
tangible, and sometimes also do these appropriations 
fail in the accomplishment of the intended mark; but 
if judgment be exercised in conjunction with a thor- 
ough knowledge of the field the general returns will 
invariably prove successful. 

The store windows of today are accepted by the 
public as the interpretation of the respective store 
policies. It is through them that the merchant evi- 
dences the degree of his service to his patrons and 
the community. Nowhere in the store can investment 
bring greater returns in prestige and profit. 


Investment in 
Windows Bring 
Large Returns 
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MANUFACTURER MAKES GREAT PROGRESS 

Eleventh hour report from the Paasche Airbrush Com- 
pany, of Chicago, manufacturers of air brushes and acces- 
sories, state that this has been the banner year in their his- 
tory. Conditions generally being good are no doubt mainly 
responsible. But they have brought out several new types 
of air brushes in the past year which have unlimited possi- 
bilities and which can be attributed as a big contributing 
factor in their big progress this year. 

Among the notable new achievements of this company is the 
Multiplehead Airbrush. The gradual rise of the displayman 
from the level of a show card writer or window trimmer, 
he has reached means a step upward and he has demanded 
air brushes of greater efficiency to enable him to present his 
unique and original ideas favorably to the puble. The 
Paasche Multiplehead Airbrush is now furnished in so many 
sizes that it is possible for the displayman to produce from 
the most delicate shaded or embellished show card to the 
completion of an elaborate window background or complete 
store setting. Paasche Multiplehead Airbrush can be utilized 
by displaymen in countless other ways, such as refinishing his 
fixtures and other window settings. 

Indications point to the coming year as one of the most 
profitable as well as one of the greatest years of “oppor- 
tunity” for the displayman. For many years air brushes have 
played an important part in the presentation of display mat- 
ter, and the thoroughly wide-awake displayman who keeps 
his windows attractive and seasonable finds new uses for an 
air brush every day. In display studios of the largest stores 
air brushes are nearly indispensable. 





VALANCE HOUSE SHOWS MARKED GROWTH 

Crown Curtain Company, of 81 Fourth Avenue, New York 
City, although one of the youngest valance and drapery 
houses in that community, have recently added two upper 
floors of this building to house their thriving designing and 
manufacturing departments. They have become thoroughly 
encouraged with the rapid strides made in their business 
through rigidly adhering to a policy of service, satisfaction 
and quality toward their ever-growing clientele. 





ANIMATED DISPLAY ATTRACTING ATTENTION 

One of the newest novelties in the way of an animated 
window display feature has recently been marketed by the 
makers, Premier Window Display Company, 270 West 
Thirty-eighth Street, New York City. 
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POSITION WANTED 
Window trimmer-card writer with 15 years’ experience 
desires to make change. At present with largest firm 
in Middle West. 
Address “M. E, P.,” 
Care The DISPLAY WORLD, Cincinnati, Ohio 











WE MANUFACTURE 


ALANCES and DRAPERIES 


*THAT 
MAKE YOUR WINDOW ATTRACTIVE 
and HELP TO BUILD YOUR BUSINESS 
Excellent Advertising is Obtained by Having 
Your Firm Name Woven Into the Design. 


We Can Refer You to Some of 
the Best Stores in the Country. 


WRITE FOR SAMPLES 


CROWN CURTAIN Co. 


81 FOURTH AVE. NEW YORK CITY 











ACTIVE DISPLAY 
FIXTURE BUYERS! 


RED 


Here is an Unexcelled Op- 
portunity to Secure Service 


of a High Order on Your 


Spring and Summer Fixtures. 


Our Offer Is This: 


Write now for samples of a 
high-grade line of wood, bronze 
and metal fixtures, at lowest 
prices ever offered by a high- 
class, well-known manufactur- 


ing company. 


EXPRESS PREPAID ON 
ALL SAMPLE SHIPMENTS 


Correspondence Invited 


Send All Letters to 
“DISPLAY FIXTURES” 
Box 125 Suite 1314 


921 Broadway 
New York City, N. Y. 
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An Outstanding Personality In Display 


One Figure Among Many Brilliant Persons Engaged in the Field of 
Display Stands Out Because of the Unique Position He Occuptes 


HERE are so many brilliant personalities 
within the ranks of the display profession 
that to choose one as outstanding is to 
neglect others of equal merit. It would 

seem that the calling of display demands of its fol- 
lowers a certain intangible make-up that. calls for 
qualities that are not exactly duplicated in any other 
field of endeavor. The very nature of the work is 
such that it can not help but be expressive of the 
ntan, his character, ideals and appreciation of the 
aesthetic, as well as the material things of life. 
Furthermore, the highlights of the profession have 
undoubtedly all been written up, discussed and quoted 
many times and in many 


_  — 
places. But there is one figure ri 
who is undoubtedy known to / / 
everyone, although he is not 
of the profession in the true 


sense of the word, yet he 
year out, in his associations, 


is of and for it, year in and \ 


Those who know him per- 
sonally love him for the true 


yy 
thoughts and activities. oe 
| 


man and friend that he is. 
So 
Those who know him by ESS 


reputation, and who is there that does not, om" 
for he is none other than the inimitable Ne 
Irwin G. Culver, admire and respect him 
for the sincerity and depth of his convic- 
tions. As for his convictions, whether they 
be right or wrong, they are the product of wide ex- 
perience and research, expounded straight from the 
shoulder with all the vitality and enthusiasm at his 
command. His contribution to the art of display is 
evidenced throughout practically every civilized coun- 
try on the globe. 

The position occupied by Mr. Culver in the field 
of display is, indeed, unique and uncomparable. An 
outstanding personality at every I. A. D. M. conven- 
tion for many years, he does not attempt to pre- 
sume, yet there is no questioning the magnetic popu- 
larity of the man. Like all of us, he has his human 
frailties, but the good in him obscures the faults to 
such an extent that his vices in reality proclaim his 
virtues. 

Although recognized as probably the foremost wax 
figure artist in the world, the achievements of Mr. 
Culver are the result of years of struggle and hard 
work. Self-taught and soundly developed, he has 
consistently sought to combine the beautiful with the 
practical in the creation of wax figures for display. 



















A number of years’ experience in the drafting of 
patterns for one of the large fashion publications has 
proven invaluable to him in this respect. It enables 
him to adopt the necessary measurements to the 
niceties of fit in the moulding of his figures from the 
living model. 

Upon this theory he has built the foundation of 

his success, for he never loses sight of the funda- 
mental principles that a wax figure is but a means 
to an end, not an end in itself. In this respect he is 
placed in a position similar to the displayman and 
at the same time must place himself in the display- 
man’s position in order that he may visualize his 
requirements. 
A keenness of observation is evidenced in the 
fidelity to detail that characterizes his 
work. Backed up by a thorough knowl- 
edge of every phase of the history and 
production of wax figures, he has un- 
doubtedly done more for the elevation 
to their present standard of perfection 
than any other individual. Like all great 
artists, his work is accepted as uncom- 
parable by some and criticized by others, 
but there is never a question 
as to the fundamental prin- 
ciple behind it. Regardless, 
however, as to the opinion of 
his work, there is no denying 
the personal aptitude with 
which he makes friends of 
everyone with whom he comes 
in contact. 

If the esteem of a master’s 
works is an indication of the 
character of the master, then 
truly here is a man and mas- 
ter. Nothing is too much nor 
too hard nor too late for his 
staff when Mr. Culver needs an extra ounce of pres- 
sure to fulfill a certain promise or schedule of de- 
livery. Nor does he hesitate to roll up his sleeves 
and get into the thick of the work himself when occa- 
sion demands. As with all good masters, he, too, is 
quick to place credit and an invariable praiser of the 
ability and cooperation of his staff. 

Every artist of more than usual ability has some 
great piece of work to his credit that is really an in- 
spired masterpiece. In this respect the famous “Old 
Folks” by Irwin G. Culver, shown at the top of page 
29 of this issue, is one of the masterpieces of all times 
in wax figure sculpture. A simple and homely char- 
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acter study of two old folks, strongly reminiscent of 
pioneer stock, there is about this group a depth of 
character and feeling that could only be achieved 
through a deep understanding and devotion to his 
subject. Essentially American in appeal, it has been 
shown in every conceivable setting throughout the 
country and has attracted thousands by the faithful- 
ness of its reproduction. 

As intimated, the career of Mr. Culver has been 
one of steady purpose, hard work and congenial 
friendships. Struggle, adversity, worry and all the 
preludes to deserved success have entered into it, but 
recognition once won was quickly justified. An inde- 
pendent producer up until seven years ago, he then 
became the manager of the wax figure department 
of J. R. Palmenberg’s Sons, Inc. From that time on 
he has continued to augment the prestige and good- 
will of both himself and the house that he represents. 
His work and to do good by his fellow-man is his 
creed, a worthy one and none too prevalent in this 
age of rush and self-interest. 





ADVERTISER USING ANIMATED MACHINES 


Although the advent and inception of motion figures in 
windows is in a comparatively youthful stage, The Displayo- 
graph Co., of 1465 Broadway, 
New York, has been making 
remarkable progress in getting 
this idea across to a number 
of large national advertisers. 
The illustration depicted shows 
an unusual motion figure used 
in combination with flasher 
sign in three colors reproduc- 
ing the inimitable Buster 
Brown and his dog in a num- 
ber of novel positions. This 
apparatus works automatically 
by electricity and requires but 
very little attention. They can 
be easily packed for shipment around the country to different 
sales centers. 

Among other national manufacturers who have purchased 
specially designed machines are The Madame X Company 
and the Vivadou Company. 








BOOKLET ON CREPE PAPER PUBLISHED 
A booklet of considerable merit, entitled “Decorating Win- 
dows With Crinkle Crepe,” has just been published by The 
Tuttle Press Company, of Appleton, Wis. 


The many suggestions, illustrations and detailed instruc- | 


tions it contains makes this 32-page booklet a valuable guide 
in trimming windows with crepe paper. The seasoned, as 
well as the amateur displayman, will find this book both in- 
teresting and helpful. 

Detailed announcement of this book will be found else- 
where in this issue. 





MANUFACTURER FEATURES TRANSPARENT SIGN 


K. L. Bridges has recently been appointed in charge of 
the sales promotion department of the American Lithograph 
Company, 52 East Nineteenth Street, New York City. A 
recent visit there shows that considerable attention has been 
given to transparencies for illuminated window display signs 
for large national advertisers. ~ 
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Modern DISPLAY 


Cannot Register 
Without Fabric 


Embellishment 


There is nothing 
that will so effec- 
tively soften the 
merchandise appeal 
of the window dis- 
play as well-chosen 
fabrics. 


A collection of many 
fabrics of varied de- 
signs and colors to 
meet the _ require- 
ment of any deco- 
rative treatment is 
comprised in the 
Windotrim line. 


Furthermore, a keen 
understanding 
of display needs is 
responsible for the 
prompt service we 
can give all orders. 


“RAY VELOR” 
now in big demand. 
Sixteen (16) at- 
tractive colors. Or- 
der now for your 
Spring Windows. 





WINDOTRIM FABRICS, tne. 


17 Madison Avenue 
New York City 


“Specializing in Fabrics for the Display Man” 
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Dreams Fulfilled With Completion of Store 


Formal Opening of Completed Modern Equipped Department Store 
Building Attended By Thousands of Customers and Friends 


By L. L. WILKINS 
* Display Manager, Kerr Dry Goods Company, Oklahoma City, Okla. 


















NEW monument to Oklahoma industry was 

recently dedicated in Oklahoma City when 

the magnificent eight-story home of the Kerr 
Dry Goods Company was thrown open to the public. 
A special opening and reception, held the evening 
preceding the event was only a shadow of what was 
to follow, and the huge crowds that inspected the 
edifice on the opening day was conclusive proof of 
the esteem in which this organization is held and the 
appreciation for the preparations made for greater 
service. 

The entire arrangement of the store is based on 
the principle of service and the elegant simplicity of 
line and finish of fixtures is one of the outstanding 
features. Every floor is arranged for pleasure and 
comfort in shopping, and the four modern passenger 
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Section of Main Floor of Kerr Dry Goods Company’s New Store Showing Excellent Arrangement of Fixtures and Departments 


elevators insure quick transportation between the 
eight floors. 

One of the interesting sights of the entire city is 
the main floor of this beautiful store. Developed of 
genuine mahogany, inlaid with ebony, the wall and 
show cases are superior to anything in this section. 
Massive columns that are real works of art, treated 
in ivory highlighted with genuine gold leaf, are more 
than merely supports to the eight floors above. 

In the design of this new building cognizance has 
been taken of the value of the display windows. It 
is flanked on three sides on the ground level by more 
than 700 lineal feet of large plate glassed display win- 
dows. Wide passageways extending the full length of 
the building on both sides—passageways which are 
owned by the store and which, consequently, will 





Porti 


neve 
of w 
as th 

T 
XIV 
in ol 
the ‘ 
Pane 
pane 
cut | 
from 
main 
bord 
fixtu 

| 
with 
Eack 
the e 
ing ¢ 
rang 
piece 
of tk 

C 
fashi 
salor 
ing 1 
displ 
mant 
ming 
wall 

















February, 1926 


never be closed up—have made possible the building 
of windows for the full length of each side as well 
as the front of the structure. 

The interior design of the windows is of the Louis 
XIV period. Wall tones are of French grey, glazed 
in old ivory. At intervals above the paneled back 
the “K” caption is worked in relief in antique gold. 
Panel centerpieces are of plate mirror in etched 
panels with etched bevel French door effect. A large 
cut glass crystal pendant candelabra is suspended 
from the ceiling of both large corner windows on the 
main street. The floors are carpeted in taupe with a 
border of ebony around the entire frontage. Display 
fixtures are of the Franciscan period. 

The second floor of this store is modernly equipped 
with permanent fixtures in highly polished mahogany. 
Each column is paneled with plate glass mirrors and 
the entire floor is covered with soft luxurious carpet- 
ing of newtral shade of taupe. On this floor are ar- 
ranged in attractive display silks, woolens, and other 
piece goods. A special lighting effect causes the colors 
of the fabrics to appear the same as in the sunlight. 

On the third floor, referred to as a rendezvous for 
fashion seekers, are the apparel, millinery and fur 
salons where milady may revel amidst the surround- 
ing maze of mirrors, mahogany cabinets, plate glass 
display cases, paneled and grilled French rooms and 
mannequin parlors. Black velour valances with trim- 
mings of gold braid harmonize effectively with the 
wall colorings and enhance the artistry of the numer- 
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Portion of Spacious Fourth Floor of Kerr Dry Goods Co., Oklahoma City, Okla., Showing Individual Rooms on Sides and Rear 








ous windows that provide this floor, like all those 
above, with an abundance of daylight. 

The spacious fourth floor with its permanent fur- 
nishings of quarter-sawed oak, its beveled mirrored 
panels, glass display cases, and luxurious carpeting 
of taupe velvet, is one of the most interesting floors 
in this handsome new store. Located here are the 
offices, the junior department, the corset shop, the in- 
fant shop and the muslin underwear department. The 
many and alluring little nooks and rooms add a dis- 
tinctiveness not found in any other section of the 
store. Here also is the pneumatic tube service center, 
radiating to all merchandise sections of the store. Its 
fifty stations and 400 carriers insure speed and accu- 
racy in the instantaneous transactions of money, 
papers and communications. 

The fifth floor, large and beautiful with its perma- 
nent furnishings of mahogany and taupe velvet car- 
peting, is occupied by the boys’ shop, gift shop, 
drapery department, art needlework section and the 
wall paper department. 

The sixth floor is devoted exclusively to furniture 
where selections in furnishings for every room in the 
home or the apartment may be’made. Second only 
in importance to the things of comfort for the home 
are those practical utensils and appliances that make 
the business of housekeeping more interesting and 
pleasant. In the seventh floor house wares depart- 
ment are more than 15,000 different articles, all ar- 
ranged for quick and easy comparison and selection. 
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QUALITY and 
ORIGINALITY 








Better 
Fixtures 


the keynote to sales- 








Drape Dress Goods producing displays 
Stand Stand 

, And theres are no fixtures 
It won't 


produced that can compare 
with the quality and original- 
ity incorporated in 


Onli-wa Display Fixture 
raf ag Ae Our Catalog No. 12 con- 


is also a great tains illustrations and de- 
improvement —in- 


blister— 


The new finish 
which we are 
now. giving our 
displays won’t 
blister in the sun, 








creases their | scription of our complete line. 
service  substan- : 
tially. l Get it today. 





TheONLI-WA FIXTURE CO. 


ST. PAUL AVE. Dept. D. W. DAYTON, O. 

















SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 
This is the first and only practical book on show 
card writing written from the retailers’ angle. 


Mr. Jowitt, the author, is internationally known as 
an expert teacher and practical show card writer. 


This course is written in understandable language 
that either the clerk or proprietor can with but 
regular practice, master show card writing. 


Why pay for expensive interior or window display 
cards or price tickets? 


Why use poor show cards when this art is so close 
to your pocketbook? 
ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 


Showing actual methods in their respective stages 
from the first stroke to the finished line. Giving 
examples of the finished cards. Telling material 
necessary—all that is needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID 
Cash With Order or Sent Parcel Post C. O. D. $2.10 
ORDER TODAY 


DRUG STORE MERCHANDISING 
Book Department 


2058-2060 NORTH WESTERN AVE. 
CHICAGO, ILL. 
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Displays That Catch the Eye 


(Continued from page 31) 


get at the principle of my work I never missed a chance 
to study Field’s windows in Chicago.” 

“There is never a day in Chicago without some sev- 
eral window displaymen from other cities coming as to 
a shrine to see what Fraser has been doing.” 

Motion as a lure is almost as effective with human 
beings as it is with antelope and other curious-minded 
game. Schemes for employing it in window displays 
are being evolved constantly, but the high-salaried dis- 
playmen are not especially keen on its use. 

There are clocks that appear to run without works, 
due to a tiny movement concealed in one of the hands; 
there are bottles that mysteriously fill and empty and 
refill themselves. The acid test applied to these con- 
trivances by displaymen is, “Do they sell merchandise?” 
Answering this question negatively, many of them in- 
cline to the view that such devices distract attention 
from the goods they are supposed to sell. For that 
matter, the entire field of window display is seething 
with controversies. There are men who condemn the 
work of Fraser and Smith as “theatrical.” They admit 
that both are ingenious, painstaking and lavish, but pro- 
test, nevertheless, that the windows they dress are not 
as they would dress them. 

“Why that man Fraser,” criticised one of these, 
“has among his employees architects, electricians, car- 
penters, paper-hangers and I don’t know what all. He’s 
theatrical. Perhaps (with an eloquent shrug of thin 
shoulders) that is what Western shoppers want, but it 
would never do here.” 

If such remarks ever reach Fraser’s ears his only 
reaction, if any, is likely enough to be the hiring of six 
more carpenters. 

It may be said here that the windows of George 
Smith on Broadway, those that he designs for the 
United States Rubber Company, for some of the auto- 
mobile companies and various others seem to attract 
displaymen almost as much as Fraser’s. The difference 
is that Fraser’s gorgeous interiors, enlivened by per- 
fectly-gowned waxed figures, seem addressed to women, 
while Smith’s appeal more often hits the men. Again 
and again he has plucked a bit of woodland by a magic 
of his own, right out of its setting and put it in one of 
his windows. He began that way. 

“Tt was in my little home town of Elkader, Iowa, 
where I worked for the clothing store of Hempel and 
Klotzbach for four dollars a week in return for certain 
services as bookkeeper, porter, salesman and window- 
trimmer,” recalled Smith. “Elkader’s principal artery 
of commerce was Front Street and the windows of 
Hempel and Klotzbach interposed nothing but glass be- 
tween the passers-by and a full view of stock piled on 
shelves from floor pretty near to the ceiling. 

“The first time the windows were turned over to me 
to decorate I undertook to persuade the boss to have a 
carpenter build permanent backs in them. Somehow I 
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succeeded. The job was to show some autumn styles of 
clothing. I managed to make up some fixtures after 
my own ideas. Then to put across my theme that these 
were autumn fashions, I went into the woods after some 
pin-oak branches rich with the-russets and golds of 
frost-touched leaves. I fastened these to my _ back- 
ground and strewed leaves over the garments. It was 
enough to attract some attention. 

“There was nothing extraordinary about that dis- 
play unless you take into consideration my inexperience 
and the sound instinct that seemed to guide me. But it 
was a sensation along Front Street in Elkader. At the 
end of a week, in which the boss discovered that he had 
tripled his business as compared with the similar period 
of the previous year, my salary was boosted from four 
to ten dollars a week. But the traveling salesmen who 
dropped in during that time spoiled Elkader for me. 
They told me I was being wasted. Chicago was the 
smallest place they mentioned as a suitable frame for 
my talents. I graduated before long to a store in Lead 
City, South Dakota, a mining town, where my salary 
was sixty-five dollars a month. By that time I had 
tasted blood. 


“T persuaded my father to advance me enough addi- 
tional money to make my slender bankroll cover the 
cost of six months’ training at the old Bond Institute 
of Mercantile Training in New York. At the end of 
six months I had a certificate—a diploma, if you please 
—which testified that I was an advertising manager, a 
show-card writer and a display manager. That was the 
title of my next job in Tucson, Arizona, working for a 
store that had nineteen windows. I was there from 
1905 to 1907 with the firm of A. Steinfeld and Company 
and then for five years I was with A. T. Lewis and 
Sons in Denver. After that I began to work East, 
finally hitting my stride with a studio as a window dis- 
play free lance.” 

As a free lance he clings to the prejudice that he 
has a right to do his work wherever he likes. He likes 
doing it, as far away as possible, in a log shack several 
hours from Broadway, near Alpine, New Jersey, in 
woods still thick enough to shelter deer and other timid 
wild creatures. If anything he is prouder of being a 
naturalist than he is of being a top hole window display 
specialist. And so far as that is concerned, a friendship 
between him and the late John Burroughs ought to be 
sufficient to establish him as a naturalist. 

Vast sums are spent by the large retail stores of the 
country to achieve their window display effects. Some 
of them spend more than three hundred thousand 
dollars a year for this kind of selling force; some of 
them have more than one hundred thousand dollars tied 
up in “properties.” Some of them, incidently, pay their 
display manager the salary of a railroad president. It 
is a smart improvement over the four dollars a week 
that was paid George Smith as a window trimmer. It is 
a changing art in more than one sense, one that flaunts 
opportunity in every town and village of America. 
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Make Your Window Attractive With 


Artificial Flowers Glass Shelves Spot Lights 
?| Artificial Fruit Glass Heel Rests Strip Lights 
é Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter 
t Borders Cloth Thumb Tacks 
4 Bilt-Wel Board * Pedestals Valances 
Birch Bark Strips Papier Mache Velours 


Novelties 


Vel Papers 
Price Tickets a 


Card Holders 


» Chenille Roping Vines 


Color Attachments st Wood Carvings 
T| Flood Lights cflectors ables Wood and Metal 
Foot Lights Revolving Tab es Fixtures 
Galation Scenic Paintings Wrought Iron 


S 
Glass Stands Show Cards tands 


Spring Catalogue No. 41 Now Ready 


Doty & Scrimgeour Sales Co., Inc. 


148-152 Duane Street New York 
Phones: Whitehall 2737-2738 


“Everything for Better Window Displays” 
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KLEE--- 


The Top Notch Line 
That Meets Every 


| Requirement 
Have You Our 
| New Catalogue? 


“Let Your 
Display 
Windows 
be Klee Fixed”’ 

















Klee Display Fixture Co., Inc. 


Manufacturers 


172 ATLANTIC AVE., ROCHESTER, N. Y. 
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Mother’s Day 


IN FULL COLOR 


Price, $10, List 
Size, 2214” x 26” $31,. Framed 
| Quantity Discount 


Ideal for Window Display 


Information on other subjects suitable for unique and 
attractive window displays will be sent on request. 


Rudolf Lesch 


FINE ARTS 


225 FIFTH AVE. NEW YORK CITY 


Room 1240 
Publishers of Finer Pictures. 




















We Need 
LOCAL REPRESENTATIVES 


Experienced window display 
men or window display serv- 
ices preferred. 


We offer a very attractive 
proposition based on our 


NEW CATALOG G 
Write for Information and Catalog 


Cincinnati Show Case & Display Fixture Works 


232-40 Main St. Cincinnati, Ohio 























Windows Enriched With 


Plushes and Velours in Exquisite 
Shades and Tones Attract Atten- 
tion and Create New Business. 





We specialize on your needs. 
Let us quote, or order an initial 


supply. 
Samples and Prices Supplied on Request 


She Napcoooms 


National Plush Company 


7 West 3rd Street New York City 
“A Nattwonal Institution Known for Service” 
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TAYLOR STUDIOS CREATE NEW DRAPE STAND 


“First in Everything” may not be the featured slogan of 
the Harry Taylor Studios, 209 West Thirty-fourth Street, 
New York City, but the 
practice of this organiza- 
tion in recent years has 
caused it to be recognized 
as such by the display pro- 
fession in practically every 
section of the country. 
Judging by the recent crea- 
tions of decorations and 
equipment this recognition 
is in many ways merited. 

One of the most recent 
designs which is being sold 
in a limited number is the 
draping stand shown in 
the illustration here. Sur- 
mounted by a fine head, it 
can be used in a feature 
millinery window to _ ex- 
cellent effect. Springing as 
it were as a bud from petals 
below and mounted on a 
wooden stem representing a 
growing springtime flower, 
there are two branches in 
aluminum in contours to 
permit of a drape. Forms, 
such as this, are produced 
in composition rather than 
papier mache, which per- 
mits a delicacy of line otherwise unattainable. 

Another new feature of the Harry Taylor Studios are the 
fine decorative silhouettes cut from five-ply wood, making 
most effective window fixtures. These are executed in the 
new French decorative style and ties up with the vogue with 
which the magazines are making women very familiar, aside 
from effectively showing the merchandise. 








ONLI-WA MAKES IMPROVEMENTS IN FIXTURES 


“Better Than Ever.” That’s the slogan The Onli-Wa | 


Fixture Company, Dayton, Ohio, has adopted and they are 
living up to this slogan in the improvements which they 
have made in their complete line of display fixtures. Original 
new designs have been created and the fixtures are now be- 
ing produced with a new finish that will not blister in the 
sun. Furthermore, they also are equipping their fixtures 
with the new Tite-Fit metal fitment, which lengthens the life 
of the fixtures and aids in rendering better service. 





NEW SPRING FLOWER BOOK NOW READY 


The Schack Artificial Flower Company, 134 North Robey 
Street, Chicago, have just issued their new spring flower 
book for the 1926 season. This new book, consisting of 
twenty-eight pages, illustrates in four-color process printing 
hundreds of original decorative ideas for show windows and 
store interior decorations. It will prove a wonderful help to 
the displayman who is looking for something entirely new 
where quality and workmanship is assured and where the 
price is right. 

Displaymen visiting Chicago should not overlook the op- 
portunity to visit the Schack loop salesroom and studio lo- 
cated at 63 East Adams Street. A wonderful surprise awaits 
every visitor. Displaymen who have already visited the sales- 
room are unanimous in their expressions that it is the most 
beautiful and instructive display room they have ever visited. 
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W. C. Henry, who has been operating a window display 
and show card service at 210%4 South Sixth Street, Spring- 
field, Ill., reports considerable activity in his field in the in- 
stallation of window displays for national advertisers, an 
exceptional run of business for a city of 60,000 popufation. 





R. A. Holzscheiter, formerly one of the best known dis- 
playmen in Texas, has located in Tampa, Florida, where he 
has purchased a home, and in addition to the manufacture 
of backgrounds and show cards for merchants in Florida 
cities, he has just taken up the installation of window dis- 
plays for national advertisers. He has established offices at 
940 Shadow Lawn Avenue, Tampa. 





Leo J. Durio, well-known displayman, reports consider- 
able success with a part-time window display service in 
Opelousas, La., and vicinity. 





Paul E. Black, who has been in window display work for 
the past eleven years and who is an enthusiastic worker in 
the I. A. D. M. has established the Paul E. Black Window 
Display Servce at Herrin, Ill., and will install displays for 
local merchants and national advertisers in all cities in 
southern Illinois. 





Herman L. Alenier, prominent member of the Metro- 
politan Display Men’s Club, and for a number of years dis- 
play manager of Shartenberg’s Department Store, New 
Haven, Conn., and prior to that time with the F. & R. Lazarus 
Store, Columbus, Ohio, has established a high-class window 
display service, known as the Alenier Window Display Ser- 
vice, at 424 State Street, New Haven, Conn. Mr. Alenier is 
specializing in the installation of window displays for na- 
tional advertisers. His first contract was for The Kolynos 
Company, manufacturers of Kolynos dental cream, in his 
home city. 





E. A. Provencher, of the Eastern Window Display Com- 
pany, of Boston, Mass., is keeping his staff of displaymen 
exceptionally busy these days and is now working on San- 
grina, Creomulsion and Feminex installations over a wide 
range of territory in Massachusetts. 





J. A. Marquis, of Marquis & Whitney, live wire window 
display installation firm, with offices at 1401 Dexter Avenue, 
Seattle, Wash., reports that his company is now handling 
between four and five hundred installations each month in 
their territory, which takes in Olympia to Bellingham, Wash., 
and the outlook is good for an increase in this amount very 
shortly. 





W. L. Stumpf has succeeded George Muggeridge as the 
Window display service man of Miami, Fla., and has estab- 
lished his headquarters at the McAllister Hotel, of Miami. 
He will specialize in the installation of window displays 
for national advertisers, the other departments of the adver- 
tising business of Mr. Muggeridge requiring all his time. 





R. S. Rileigh has established the Rileigh Window Display 
Service at 829 Anthracite Avenue, Kingston, Pa., and will 
cover all territory north to Binghamton, N. Y., taking in 


Wilkes-Barre, Scranton, and other active cities in that sec- 
tion. Mr. Rileigh is an experienced‘ displayman and will 
specialize in displays for national advertisers. 





Joseph E. O’Neill has established a part-time window dis- 
play service in Billings, Mont., with headquarters at 716 
North Thirty-first Street. His ability as a displayman and 
his former connection with the California Packing Corpora- 
tion of California, in which he executed some remarkable 
displays, fit Mr. O’Neill to conduct a successful service in 
his section of Montana. 





A. G. Pancost, general manager of the Pancost Sign Com- 
pany, 123 East Franklin Street, Elkhart, Ind., announces 
the addition of a department to his business, to be devoted 
to the installation of displays for national advertisers. In 
addition, he is also specializing in the erection of scenic 
backgrounds for dealers’ windows. 





A. C. Mees, manager of the Merchants’ Advertising & 
Display Service, of Oshkosh, Wis., has just completed the 
Sangrina display installations, and, in addition to handling 
several other accounts for national advertisers, has built up 
a large show card business for local merchants. 





A. T. Lacey, A. W. Klatt and O. E. Bittinger are asso- 
ciated in the conduct of The Spokane Display Service, 321 
West Sprague Avenue, Spokane, Wash., and are specializing 
in the installation of window displays for national adver- 
tisers covering the drug trade. They have fifty-three drug 
store locations available in Spokane now for such displays. 





Russell H. Spoor, who recently established an advertising 
agency in the Olympia Building, Appleton, Wis., serving as 
an advertising counselor to a number of prominent adver- 
tisers and retailers in Wisconsin, has added a window dis- 
play installation department and will install displays in Ap- 
pleton, Neenah, Menasha and Kaukauna, Wis. 





Brayton E. Graff, of the B. E. Graff Studio, Gloversville, 
N. Y., reports the addition of a department for the installa- 
tion of window displays for national advertisers. Mr. Graff 
has been conducting a special service for displaymen and 
card writers and serves quite a range of territory in northern 
New York. 





Harry R. Jay, of the Blue Jay Advertising Company, 
101 North Third Street, Yakima, Wash., announces the addi- 
tion of a department for the installation of window displays 
to his regular advertising business. This firm has specialized 
in house-to-house demonstratnon work and has now branched 
out into all lines of service for the national advertiser. 





Albert G. Smith, manager of the Albert Smith Company, 
formerly with headquarters at Yuma, Ariz., announces the 
establishment of new headquarters at El Centro, Cal. This 
firm, which specializes in poster, bulletin and wall displays, 
is now covering a wide range of territory in Arizona and 
California, and is successfully conducting a department for 
the installation of window displays for national advertisers. 


(Continued on page 49) 
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The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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DALLAS-.-FT. WORTH 


PROSPERITY ZONE! 


Window displays installed by prize-winning window trimmers. 
Delivery Service, Signs, Show Cards, House-to-House 
Distributing. 


HUGHES ADVERTISING SERVICE 
205N.Ervay St. Floyd G. Hughes, Mgr. Dallas, Texas 





A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


TUCSON, ARIZONA, AND VICINITY 


FRED J. CODD ADVERTISING SERVICE 
P. O. Box 1681, Tucson, Ariz. 


A complete Window Display Service for National 
Advertisers. House to house distributing. Personal 


PHILADELPHIA 


and surrounding points. 

Window Displays Delivered and Installed for National Advertisers. 
e Specialize in an “ALL YEAR ROUND?” Service. 
Associated with Window Display Installation Bureau. 

Installation Capacity 500 Displays per week 
For Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa. 


2 











WINDOW DISPLAYS INSTALLED 


DALLAS—FT. WORTH 


and all the small towns within one hundred miles of Dallas. 
We feature a FREE PICK UP SERVICE. Write 


PARKER’S ADVERTISING SERVICE 


1201 So. Ervay Street, Dallas, Texas, 
for particulars in regard the service we are offering our clients. 


BUFFALO 


350 Drug Store and 850 Grocery Store Windows 
Available. Consult 
E. Preston Browder, 


WINDO-CRAFT DISPLAY SERVICE 
35 North Division St. Buffalo, N. Y. 


JACK SHENKER’S DISPLAY DECORATIONS 
144 Duane St., New York City 
Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 











Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.— Toledo, O. 


SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 
WHITMER DISPLAY SERVICE 
Ellastone Building Cleveland, Ohio 





PIONEER DISPLAY SERVICE 
FRED W. WEBER 


INDIANAPOLIS, IND. 

A complete merchandising service put on in conjunction, with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 


LOS ANGELES 
LONG BEACH—HOLLYWOOD—PASADENA 
A Complete Window Display and Merchandising Service 
or National Advertisers. 


9 e e e 
Stevenson’s Window Display Service 
OFFICE? 275 ORANGE AVE., LONG BEACH, CALIFORNIA 
Associated with Window Display Installation Bureau. 


DETROIT WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 
QUALITY Window Displays installed for National 


Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 


R. V. Wayne, Manager 


ABEGGLEN’S DISPLAY SERVICE 
822 S. Weaver Avenue 
SPRINGFIELD, MO. 

A complete window display service for national 

advertisers. 


Associate of Window Display Installation Bureau 


OMAHA 


Council Bluffs, lowa, and Vicinity. 

A complete Window Display Service for National Advertisers. 
Associate of Window Display Installation Bureau. 
OMAHA DISPLAY SERVICE 
524 Park Avenue Omaha, Neb. 


CINCINNATI 


Dayton Springfield Louisville 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 
WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau. 























ST. JOSEPH, MO. 
and Vicinity 
MEYER WINDOW SERVICE 
315 Schneider Bldg. 


Window displays delivered and installed for National 
Advertisers. Fine Show Cards for Displays. 


MARQUIS & WHITNEY 
WINDOW TRIMMING OUR SPECIALTY 
Campaigns Successfully Handled in Western 

Washington 
Service and Quality 
1401 DEXTER AVE. SEATTLE, WASH. 


DETROIT 
GENERAL DISPLAY SERVICE CORPORATION 
9631 Prairie Ave. 
ALL SET FOR. 1926. 
A complete Service for NationafAdvertisers. Window 
Displays, Display Cards, Backgfounds, Designing and 
Painting. Write for Partigulars. 











It Is Our Business to Help Your Business 


MERCHANT’S WINDOW DECORATING 
SYSTEM CO., Inc. 
375 Marlborough Road, Brooklyn, N. Y. 
Telephone: Buckminster 5010 J. G. Waters, Pres. 


Autos covering New York City, Brooklyn, Long Island, New 
York, and New Jersey suburbs surrounding Manhattan. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 












ROCHESTER, MINNESOTA 
in the State With 10,000 Lakes 


Has the Window Service You Want 
The Oldest Service in the State 


Rochester Window Service 
802 Fourth Street, S. E. N. K. Markle, Director 





J.D. WILLIAMS DISPLAY SERVICE 


Brooks Building, Jackson and Franklin 
CHICAGO 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 


SPRING AND EASTER NOVELTIES 


Crystal-Mirror Plateaus, Vases, Novel Wall-Pockets, 
Bird Panels, Scenic Cut-Outs, Gate-Panels, Artificial 
Flowers, Fancy Papers, etc. 


ART .WINDOW DISPLAY CO. 


130 West Broadway New York City 








Sho’ Car gERVIC® 
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— Window ae Advertising 
BELOIT, 5. 
WIS. 
JANESVILLE, R 
WIS. inte 


and surrounding 
cities Vernon H. Jones, Mgr. 








PHILADELPHIA and PITTSBURGH 


Complete Display Service Throughout 
Pennsylvania, New Jersey, Maryland and Delaware 
For National Advertisers and Local Merchants. 


W. H. LINGENFELTER 


5931 Windsor Ave., PHILADELPHIA, PA. 


SPRINGFIELD, MASS. 


Holyoke and Chicopee Falls 

Chicopee Vicinity West Springfield 

First class installation of window displays of all kinds. Photos 
and references furnished on request. 


SPRINGFIELD DISTRIBUTING CO. 
59 HANCOCK STREET 
Associate of Window Display Installation Bureau 


GEORGE A. SMITH 
1737 BROADWAY, NEW YORK CITY 


Specializing in window displays for National Adver- 
tisers and Dealers. Model displays planned, reproduced 
and set up in my model windows. Make your “Window 
Display Dealer Helps” produce the results they should. 











A COMPLETE MERCHANDISING SERVICE IN 


PITTSBURGH—CLEVELAND 


GROSSMAN & SCARDEFIELD 
ADVERTISING 


Sales Detail—Trade Surveys 
Distribution of Advertising Materials 
Installation of Window Displays 


Diamond Bank Bldg. Established 1917 Pittsburgh, Pa. 








Notes from Display Service Field 


(Continued from page 47) 


For some time Charleston, W. Va., has been without a 
display service and it remained for A. H. Popkins, who has 
been specializing in show card work in Charleston for the 
past several years, to start one. His new business, known 
as the Charleston Window Display Service, is starting off 
very auspiciously, with offices and studio at 710% State 
Street, Charleston. He has also taken up the installation 
of displays for national advertisers, and his first campaign 
along this line was on Sangrina. He has several other in- 
stallation campaigns to follow. 





The Drackett Chemical Company, of Cincinnati, Ohio, 
manufacturers of Drano and Batheps, have started a widely 
distributed window display campaign throughout the country, 
the entire work to be handled under the supervision of the 
Window Display Installation Bureau of Cincinnati. The 
campaign opened February 1 in New York City, and The 


iE IML 


103 WEST 14th ST- 





"FLSIOR WINDOW TRIMMING @ 


WF AOA > _ Teas WATKINS 94153 So - and - 
* Expert Workm anship Guaranteed 


Excelsior Window Trimming Company, of 103 West Four- 
teenth Street, New York, the associate of the bureau in that 
city, handled the initial installations. The displays are being 
installed coincidentally with a large advertising and sales- 
manship campaign. The Excelsior Window Trimming Com- 
pany, managed by M. Salt and H. N. Kluger, reports con- 
siderable activity in the eastern field at an earlier date than 
usual this year. 





Vernon Jones, of Alton, Ill., is organizing a window dis- 
play service to cover the cities of Janesville, Watertown, 
Oconomowoc, Hartland and Beloit, Wis., and Rockford, 
Freeport and vicinity in Illinois. He expects to be started 
by March 1. 





Benjamin C. Margolis, of the Marfel Display Service, 11 
West Redwood Street, Baltimore, Md., reports exceptional 
activity in the handling of displays for national advertisers 
and an earlier opening of this form of work this year than 
ever before. 
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Chicago Monthly Display Review 


Many Interesting and Well Executed Displays of Spring and Summer 
Styles Are Presented in State Street Windows Early in February 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


HE annual custom of many of the Chicago de- 

partment stores, the better ones in particular, 

of displaying styles for southern tourists during 

the month of January was enlarged upon con- 

siderably this year. In fact, these displays had 
an added significance this past month over the same month 
in previous years due to the much advertised pilgrimage of 
never so many people from never so many states to a certain 
~ state in particular, now better known than perhaps any other 
in the union, not excepting California. 

Notwithstanding the amount of spring and summer styles 
being displayed, there is still a preponderance of winter 
goods being offered at clearance prices. February sales, silk 
sales, annual clearance sales and others are much in evidence. 
However, one can notice the effects of the gradual improve- 
ment that has been coming along with respect to the trimming 
of “sale windows.” Less merchandise is shown in the win- 
dows now than formerly. More particular attention to the 
proper selection, grouping and arrangement of such windows 
is in evidence. 

Very few stores in downtown Chicago now crowd their 
windows with an indiscriminate mass of goods. The better 
stores have set the pace, realizing that the better the goods 
look at the reduced prices, the better the bargain appears 
to the passerby. This has long been a contention of this old 
student of window display, and it augurs well for the future 
of window display that the theory is now more or less gen- 
erally being put to the practical test with the best sort of 
results. 

Field’s State Street windows were devoted to the display 
of Southern wear during the entire month of January and 
some of them are still featuring this character of merchan- 
dise. At present several of the windows are given over to 
the display of spring dress fabrics. There are some interest- 
ing drapes of materials with two or three pieces featured in 
a window, touched up with a suggestion for the right trim- 
ming. The corner window at State and Washington streets 
is of special interest just now with a display of new silk 
dresses trimmed with gold lace, embroidery and floral orna- 
mentation. The silks are of georgette and the colors are in 
graduated shades of tan and brown. A lavender silk curtain 
drape forms the background and a great vase of silver and 
tinted foliage with large silk flowers in shades of rose, laven- 
der and purple provide the seasonal note to the trim. 

The special decorations used in the January windows are, 
of course, still intact. These consisted of gray and silver 
tinted foliage with flowers in varying shades of lavender, 
rose and purple. The silver leaves were tinted with blue. 
The large vases were of special design and also finished in 
a darker shade of blue, some placed on bases of black lacquer 
finish. The four winged screens were of silver gray ground 
and a conventional design done in light blue. The general 
effect of the Marshall Field windows was excellent, which 
might well have been expected. 

Morris Gest’s spectacular production, “The Miracle,” is 
being staged in Chicago at the Auditorium. Due to the fact 
that there was so much favorable publicity about the event 
previous to the opening, two of the larger Chicago depart- 
ment stores made special window displays representative of 


and complimentary to the great pantomime. Mr. Richter, 
display manager for The Fair, was one of the displaymen to 
make a display representative of The Miracle. 

The large corner window at Adams and State streets was 
used for this purpose. The background was composed of a 
continuous scenic painting representative of the interior of a 
cathedral with its gothic architecture, stone walls and colored 
windows. The floor of the window was also painted to rep- 
resent flagstone paving. Gothic archways were constructed 
close to the window glass to give the proper illusion. Purple 
and blue gelatine masks were used alternately over the regu- 


lar light reflectors, which cast a soft light throughout the . 


window, making the scenic work more realistic in appear- 
ance. No merchandise whatever was used in this large win- 
dow, but large photographs of scenes and principals of the 
cast were shown here and there in the window. 


The Boston Store also had a very interesting “Miracle” 
window. Quite different in concept and appearance from The 
Fair display. Mr. McCormick constructed a framework rep- 
resentative of the exterior of a cathedral about two feet back 
from the window glass. Through the portals of this frame- 
work a lighted view of the interior showing the altar and 
chancel, with cross, candles, open Bible, etc. At each side of 
the black covered exterior a small space was made for the 
display of a few perfumes and toilet articles, which were 
lighted with a “rifle” spotlight which confines the rays di- 
rectly to the small space reserved for the display and does 
not interfere with the effect of the main part of the display 
devoted to The Miracle. 

Charles A. Stevens & Bros. large island window is par- 
ticularly intriguing at this time with a most pretentious and 
unusual display of women’s apparel for southern wear. The 
floor is entirely covered with a green grass mat. Each end 
of the long window is artistically arranged with palm trees. 
A full-size Cadillac automobile is shown in one end of the 
window with a smartly clad figure of a young woman at the 
wheel. An Airedale terrier is posed on the running board. 
A sand and gravel roadway is made in the space occcupied 
by the car. Various wax figures were appropriately dressed 
in smart Southern apparel. 


Mandel Brothers windows are showing some interesting 
drapes of silks in unit ideas this week. One is a display of 
silks in light and dark green patterns—green on green—with 
a wax figure wearing a dress made up from one of the pat- 
terns draped in the window. The other window on State 


‘Street shows a similar treatment of horder pattern silks with 


dark grounds and bright and dark red pattern. These two 
windows are attracting much attention from women passersby. 


The windows of Carson, Pirie, Scott & Company feature 
four displays of silk dress fabrics in varying prices and ma- 
terials—a single type of material in different colors and pat- 
terns in each window. The card, which is gray board with 
white lettering, carries besides the name of the materials 
and price thereof the following heading: “In the February 
Silk Sales.” An interesting display of three Chinese rugs, 
one large and two smaller ones of the same type and color, 
is shown in the large window nearest the Madison and State 
corner entrance. 
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What Window Displays Mean to Me 


Noted Producer of Super-Theatrical Features Gives 
Interesting Thoughts on the Influence of Display 


By MORRIS GEST 
American Producer of “The Miracle,” Chicago, Ill. 


EPARTMENT store display windows today 
are of untold value in educating the public in 
matters of art. I know of no other single 

contribution as effective to the art appreciation of the 
great mass public. 

After a day’s toil in my own work in the theatre, 
I love to walk the streets and look in at the depart- 


ment store windows. There I find inspiration and a 


new lease of life, so to speak. I may be ever so tired 
and upset mentally, but I do not have to walk far in 
the main streets of our greater cities before I find 
beauty exemplified in the great store windows. 

Beauty is what we all need more than anything 
else. In the hustle and bustle of everyday life a great 
deal of beauty is crowded out, and I find that the big 
stores in their marvelously beautiful window deco- 
rating creations are providing a sense of beauty that 
otherwise would be lost to the great multitude of the 
American people. 

If one is troubled mentally or spiritually, he has 
but to walk through the shopping districts of our 
cities and gaze into the windows of the department 
and other stores to be taken out of himself and be 
transported from the humdrum of business into a 
realm of beauty nowhere else to be found. At least, 
most of the people have not the opportunity to go 
where such beauty may be found other than in the 
modern store windows. 

The average man and woman has not the time 
to visit the great museums when these institutions 
are open during the daytime. But these same people 
can walk through the shopping districts and have 
their artistic taste satisfied by looking into the mar- 
velously artistic displays that are the work of some 
of the best artists to be found anywhere. 

Many window displays are positive marvels of 
beauty and art. And in providing them, even if for 
the display of their wares and with a necessary com- 
mercial aspect, the great department stores are doing 
much to educate the public in matters of art. Further, 
they are striking a real spiritual note in our lives, for 
the creation and display of beauty in our midst is 
truly a spiritual thing. What we need most of all, 
perhaps, is more beauty in’ our lives, and I find more 
beauty in present-day window displays than almost 
anywhere else. 





NEW LIGHTING COMPANY IS ORGANIZED 


Throckmorton & Kook is a new firm who have recently 
Opened at 107 West Third Street, New York City, to mer- 
chandise window display reflectors and stage lighting ap- 
Paratus. Both members have a background of several years’ 
Successful experience in this field of endeavor. 











With Color-Lite, $13. In- 
cluding 4 gelatines, one each, 
red, blue, green amber, 
rortable base, $1 extra. 


For your special window displays just before Easter you should 
have “Pittsburgh” WINDO-SPOT with Color-Lite equipment. 
Write for free booklet—‘Show Window Lighting.” 


PITTSBURGH REFLECTOR COMPANY 
403 Bowman Bldg., Third and Ross Sts., Pittsburgh, Pa. 


Pittsburgh” 
REFLECTORS 
STAY BRIGHT 














Eliminate Detail 
and get 


Guarantee 


on 


INSTALLATION 
of - 
WINDOW DISPLAYS 


Service in Over 500 Cities and Towns 








LIST OF CITIES AND INFORMATION 
ON REQUEST 


Window Display 
Installation Bureau 


Executive Offices: 


22-23 Pickering Bldg. Cincinnati, Ohio 
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Paul Greil, Jahraus-Braun Company, Buffalo, 





of Attractive Window Display Cards by 








February, 1926 





THE DISPLAY WORLD 













quick 
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with 


Supplies. 


< On Topp of the Gob! 


Never let your job get the best of you—be BIGGER—be on 
top of it. The “tools” that will put you there and keep you 
there, enabling you to “eat up” any assignment in card or sign 
work, are 


TRADE MARK REGUS PAT.OFF. 


BRUSHES ano SUPPLIES 





i a Made good nearly twenty years ago, kept good ever 
BO ite ee since. They are always uniformly superior, always de- 
get the facts. Learn pendable. You can’t beat "°em—so, why try?—but use 


ly you can "em and be satisfied. 
top of the 
“Perfect 
Brushes and 


WRITE US TODAY— 


We are at your service 











126 EAST THIRD STREET 


BERT L. DAILY 


DAYTON, O. 




















Mother Nature still holds her own. 


appropriate 


the beautiful products of her magic hand. 


Our line of 


plants and trees, are perfect reproductions of Nature’s 
own, and embrace those items most suitable for deco- 


rative work. 


Convince yourself by sending 
for free.colored Catalogue No. 2 


FRANK NETSCHERT, Inc. 


61 Barclay St., New York, N. Y. 





Illustrated is a camouflage Window Box, filled with Geranium 
Sprays, Begonia Plants, Sedium Sprays and Ivy Vines. 
No. 2158, 38x24 inches, complete $6.50 


For ORIGINALITY and 











ARTISTRY 


Nothing is more 
for window or interior decorations than 


artificial flowers, natural prepared palms, 


Send for FREE Samples, or, 
better—a trial order. Then you'll 


KNOW that Quality is the reason. 


HURLOCK BROS. COMPANY 


Inc. 


3436-38 Market St.—3435-39 Ludlow St. 
PHILADELPHIA 
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White Cardboard Preferred for Winter 


Merchandise Displayed During Fall and Winter Months Should Have 
Cards of Contrasting Colors to Secure the Necessary Attention 


By J. H. HILTON 
Display and Advertising Manager, Ritter & Meyer, Youngstown, Ohio 


ARD writers, at least a greater portion of 
them, are in doubt as to what color card 
board should be used during the winter 
months. Because of the contrast it gives 

to displays of materials shown at this season of the 
year many card writers prefer white board. Another 
-thing that should be remembered is that during Janu- 
ary and February there is always a rush with sale 
cards. By using a white stock and some black draw- 
ing ink a sufficient number of these can be made up 
in a very short time. 

Some examples of this type of card are shown in 
the group below. The pajama card is a holiday one, 
calling attention to the fact that pajamas are appro- 
priate gifts for Christmas. The little scene cut from 
a Christmas card and pasted on saves a great deal 


of time, as it would require at least an hour to copy 
it in presentable style. The scroll effect around the 
picture relieves the abruptness and adds much to the 
appearance of the card. 

The silk neckwear card has been made effective 
by using a well-known collar poster, which puts a 
touch of color in the white card. The dots add an ar- 
tistic touch, and by underlining the words “silk neck- 
wear,” the card is made much more effective. 

The evening apparel card is another that a cut-out 
illustration was used to good advantage. The tassels 
make this look 100 per cent perfect, and the layout 
of lettering adds to the combination. The overcoat 
card is somewhat similar in construction, but the 
others are very simple in lettering and arrangement, 
although most effective. 
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Six Interesting Cards on White Cardboard by J. H. Hilton, Ritter & Meyer, Youngstown, Ohio 
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Leading Displaymen Predict Future 
(Continued from page 37) 


Mr. Displayman, THEY WILL SELL. This is being demon- 
strated every day by up-and-coming firms everywhere. 

Look to the banks today. They have at last realized the 
value of window advertising, and in every progressive town 
and city experts are placing compelling trims on thrift, sav- 
ings, etc. It is bringing more business to.those banks. Now 
look to the store that is losing out. Ten to one it is one of 
those firms that compel its displayman to “chuck ’em full” 
from rafters to glass and top it with glaring sale signs—one 
after another. This store makes good merchandise look like 
trash—the public passes by—the merchant passes out via the 
old bankruptcy trail. 

There was a day, and not long ago, when the “window 
trimmer’ was termed the handy man. He was everything 
from furnace tender to bookkeeper. That day has passed, for 
the majority, and he is now reckoned as an artist of the first 
water and considered one of the most vital forces in modern 
merchandising. This is giving the displayman confidence in 
both himself and his employers. He is striving to do better 
each day—letting go that “steam” so long subdued. 

Within the last three years the smaller cities have 
awakened and splendid store fronts are replacing the delapi- 
dated affairs of old. These small-town merchants have un- 
earthed at last the most forceful instrument in combating 
big city competition. We read in the various journals of 
their cooperative openings—every one a success. These co- 
operative openings alone have marked a great stride in dis- 
play advancement. 

Two years ago the writer was instrumental in forming a 
retail merchants’ association in this city for the purpose of 
staging a cooperative opening. The greatest crowd ever as- 
sembled in this city at one time was the result. Each open- 
ing has been greater than the one preceding and the mer- 
chants now cooperate on three big events—fall, Christmas 
and spring. This has proven a wonderful tonic for business 
and a boon to the displayman, who now has a chance to 
“show his stuff.” 

With a great many firms there is still a fly in the oint- 
ment and that is this: Mr. Merchant expects his displayman 
to wave a magic wand and produce the beautiful. It can 
not be done, Mr. Merchant—attractive backgrounds, good 
fixtures and decoratives are as essential to fine displays as a 
good saw and plane are to fine carpentry. 

The formation of the Pacific Coast Displaymen’s Asso- 
ciation was a big step in the right direction. Heretofore 
few displaymen of the West were able to attend the great 
conventions of the I. A. D. M., losing a lot thereby. The 
P.C. D. M. A. and the I. A. D. M. annual conventions 
enable every displayman to attend one or both of these great 
conclaves of learning. He who goes, returns full of “pep” 
and new ideas. If every merchant realized the good derived 
from these meetings he would not only see that his display- 
man was present, but would be there himself. 

Wé of the P. C. D. M. A. are determined to excel and 
we are going to make the boys in the East hustle. 





VALANCE CONCERN OPENS CHICAGO FACTORY 

S. Goldberg Mfg. Company, one of the largest manufac- 
turers of valances, panels, curtains and display novelties in 
the country, whose headquarters are located at the corner 
of Sixth and Arch streets, Philadelphia, Pa., and who main- 
tain an elaborate salesroom at 131 West Thirty-seventh 
Street, New York City, have just recently opened a new fac- 
tory and salesroom at 141 South Wells Street, Chicago. This 
branch is under the capable management of William Moser, 
Who has been one of the foremost designers of display va- 
lances for a great many years. 
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“Thirty Shades in 
High Quality 
Art Poster Board 
Highly Adapted for 


Speed in Both Pen 
and Brush Work 


Jend for Sample Folder 


crgstENT)) Brand 


Yolo - we announce the addition of 
our new STARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO £883 COMPANY 


S66 W. WASHINGTON BLVD. CHICAGO 
Originators of New Colors and Finishes in Poster Boards - 














The Fountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGG 




















$250 IN PRIZES! 


To Be Given Winners in 


NATIONAL BASEBALL WEEK 
Window Contest, April 3 to 10. 


All Stores Handling Sporting 
Goods Eligible to Enter. 


ALL PRIZES IN CASH! 


For Details, Write 


The Sporting Goods Dealer 


TENTH AND OLIVE, ST. LOUIS 
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Is your Display Department properly equipped with a 
WOLD AIR BRUSH OUTFIT? Good tools are essential 
for good results. 


For 35 years we have made Air Brushes, and when better ones are 
made we will make them. 







bitiieedened LHEWOLDAIR BRUSH Mracu. | 







Ask for information on the new Type 
Ea “Master-F’—special brush for display 
| work; also for catalog of “THE AIR BRUSHES 
- WITH THE GOOD REPUTATION.” 


2173 N. California Ave. Dept. 4, CHICAGO 








LITHOGRAPHED LETTERHEADS $:.25%cR™. 
WINDOW DISPLAYS, CUT-OUTS, ETC. 
LUTZ & SHEINKMAN, INC. 


2 DUANE STREET NEW YORK CITY 
WE CARRY “ART BLOTTERS” IN STOCK 











DISPLAYS 


WINDOW SETTINGS 


KINNEA 


NOVELTIES 
19 East 15th St., New York City ART PANELS 
SEND FOR CATALOGUE BACKGROUNDS 

















“99 PER CENT MAILING LISTS’’—Accurate, Reliable, Guaranteed 
The kind that produce business compiled for every possible 
business or individual. Standard charge $5.00 per thousand names. 
Lists of every kind of any business or individuals compiled for 
your individual needs anywhere in the United States or Canada. 
Catalog and further information without charge. 
NATIONAL MAILING LIST COMPANY, 
20-K William Street, Newark, N. J. 

















eu BRYAN’S, Louisville, Ky. 
ELABORATE 
STAGE SETTINGS 


F or Ren FOR STYLE SHOWS 


AMELIA GRAIN, PHILADELPHIA 


Established 1890 Absolutely Reliable Service 
CATALOG FOR THE ASKING 





Rubber Covered and Wire 
Easels or Stands 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 


etc. Manufactured by 





For Bowls 


M. FINKELSTEIN, 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 


F DOUBLE Torr TURN TABLES 


DisPLAY 2x» SELL MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write Today. 


5p oast® ELECTRIC WINDOW SALESMAN CO." ortho 


For Plates 
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Organization of Display Services 


Cooperative Operation of Service Companies Declared 
Most Satisfactory Method for Everyone Interested 


By SOL FISHER 
President, Fisher Display Service Company, Chicago, III. 


HAT is all the shouting that has been going on in 
behalf and among the display service companies 
during the past year? What is it all about? In 
other words, what is it really that these service 
companies have to sell to the national advertiser? 

Have they anything tangible to sell; do they own the 
windows; can they guarantee that they will secure a certain 
number of locations in their territory in any specified time? 

All that the window service companies have to sell is dis- 
play installation service. They are able to secure locations 
for the national advertiser through the good-will they have 
created among the retail trade in their respective territories, 
They have experience and a reputation gained by past suc- 
cesses, but outside of this they have nothing else to sell, 
They are merely contractors of labor, entitled to a certain 
margin of profit for managing this labor and for furnishing 
certain materials necessary to install those displays. 


Unlike some of those engaged in the display industry, | 
do not believe that the time will ever come when the national 
advertiser will buy window display installation service 
through one channel. It is a wonderful thought that some 
day there will be an organization that can absolutely guar- 
antee the national advertiser a coast-to-coast installation 
service at a specified time or date, but it is only a dream—an 
impractical illusion. 

The window display service can never be compared to the 
billboard industry or the street car as an advertising medium. 
The spaces which they sell to the national advertiser belong 
to them and they can naturally guarantee an advertising 
campaign in any given locality at any time or date. But how 
can window display service companies, who do not own the 
locations but work on the good-will of the retailers, make 
such guarantees. The only logical and sound way that 
services can be organized is into a cooperative association 
where one service can recommend without fear or prejudice 
another service belonging to the group. 


In looking through some of my files I found a copy of an 
address made in 1922, and, although the window display 
service field is supposed to have made forward strides, the 
thoughts advanced at that time still hold good. It is in part 
as follows: 

“We have been in the display service game exclusively 
for the last five years and have carried out some very large 
contracts for nationally advertised products to be placed in 
Chicago and surrounding territory. For these we charged 
$3.50 per window. Up to three months ago we had no com- 
plaints from manufacturers that our charges were too much 
for the service rendered, but since that time we have received 
a few complaints that in New York City, Boston, Philadel- 
phia, Detroit, St. Louis and other cities this service can be 
secured at $1.25 per window. Although we have been doing 
this work for five years we are ready to learn from anyone 
how it is possible to place displays at this price. 

“In a manufacturer’s display we have to supply the neces- 
sary decorations such as crepe paper, corrugated board, 
lathes, etc., which amounts to more than 75 cents per wit- 
dow and we pay our man $1.00 to $1.25 per window for 
installing.” 

It is strange that no thought or consideration is really 
given by the national advertiser to his display installation 
service, but when some inexperienced or unreliable man 
fails to complete a contract all display service companies 
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are condemned as fakers and robbers. When a manufac- 
turer orders his displays installed by any person who claims 
to be operating an installation servie and when this sup- 
posed organization can not deliver the goods why blame all 
services? Why not investigate the service before the order 
is given? A national advertiser would not think of trusting 
their advertising to any agency of unproven ability, so why 
do they not do the same with window display services? It 
seenis that when the national advertiser is ready to give an 
order for installation, anyone who is at hand at the psycho- 
logical moment will get the contract. 

To those display services who are under the impression 
that the national advertiser will not pay the price for really 
honest and first-class work I would refer them to the photo- 
graph of a display herewith reproduced, which was installed 
in Chicago during the month of December, 1925. For these 
displays we received $10 each, so you can see that it is not 





Display by Fisher Display Service Company, Chicago, III. 


true that manufacturers will not pay the price. The only 
solution that I can give is that service companies are afraid 
to present a real window display to the national advertiser 
at the price it is really worth. They seem afraid of com- 
petition and the fact that they might lose the job which, 
after all, would prove a liability if handled for an insuffi- 
cient sum. If placing a cut-out on the floor with a couple 
of dummy cartons on each side is called a window display, 
then you might as well step down before you ruin the game 
for those who are trying to make a real business out of win- 
dow installation work. 

If you think that it does not take real hard work and 
experience to run a service company you are badly mis- 
taken. It takes a man who has had experience with window 
display and who knows the purpose of the medium. It takes 
a man who knows how to make attractive color combina- 
tions and who knows the principles of window display before 
he can undertake to manage installation work. 

It is understood that to be a successful advertising man, 
to be able to write copy or make layouts or manage an ad- 
vertising agency, one must be properly trained. But there 
seems to be a different feeling about this window installation 
business. Anyone who is out of a job and thinks that he is 
capable of running a service company without any previous 
experience and without knowing the cost of production or the 
first principles of the profession can not make a success of 
it. This type floods the country with letters that they are 
ready to install displays for national advertisers in their 
respective territories at such a ridiculous price that the 
manufacturer falls for the argument, and when the job is not 
carried out satisfactorily he blames all services. 

My advice is that unless you are really a displayman who 
knows display, who is looking towards the future, and who 
Considers yourself capable of managing a display service com- 
pany, to keep out of the business; but if you have all of 
these things, then get into it, stick to the work, and I am 
certain that you will succeed. 
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This Complete COURSE in 


SHOW-CARD WRITING 





Only . $2.50! 





Specially Written for Home-Study by 
Lawrence E. Blair 


Just think of it! This complete home-study course, “The 
Principles and Practice of Show Card Writing,” by Law- 
rence E. Blair, instructor in drawing, University of Wiscon- 
sin, Extension Division, for only $2.50! The same thing 
exactly that you have been asked $50.00 and more for in 
the past! 


Material in This Course Used at 
University of Wisconsin! 


The lesson pamphlets which comprise this course are the 
same in every respect as those used in the Extension Division 
of the University of Wisconsin. They teach you all you need 
to know about practical show card work in order to become 
a crackerjack show card man—How to Make Single-Stroke, 
Roman, Gothic and Slanted Styles of Lettering, How to 
Arrange and Compose, The Theory of Color and Formation 
of Color Schemes, The Business Side of Show Card Writing, 
etc. 
Examine It First— 


Pay for It Later! 


Examine this course for ten days 
FREE! Judge for yourself whether 
or not it is one of the most amazing 
home-study course offers ever made. 
There is no obligation on your part to 
keep the course. You merely agree 
to return it in ten days, postpaid, or 
to send us the special low price of 
only $2.50 at that time. 


ACT QUICKLY 


But you must act at once, as we cannot afford to keep this 
offer open indefinitely. Fill in and mail the coupon below to- 
day—NOW—before you turn this page! 


¥ Mail this 
ACT! Coupon NOW! 


McGRAW-HILL BOOK CoO., Inc., 

370 Seventh Ave., New York. 
Gentlemen: Rush a_ Blair’s Home-Study Course, “Principles and 
Practice of Show-Card Writing,’ in four lesson pamphlets. I will 
return the course, postpaid, in 10 days, or send you $2.50. 


Examine 
it for’ 


10 days 
FREE 
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February, 192 


With the Displaymen of New York 


Windows of New York Stores During Past Month Devoted to Displays 
of Merchandise Featured in White Goods and Clearance Sales 


By HAZEL STEVENS 
New York Correspondent, The Display World 


ANUARY is a low-ebb month for display, 
according to some of the display man- 
agers themselves, inasmuch as it is stock 
cleaning time preparatory to stock taking, 

and inasmuch as it is desired, no doubt, to bring 
out the new goods that will follow, with something 
_ of a flare. A lull between the brilliance of December 
and the promised brilliance of the near future has its 
dramatic uses. 

Nevertheless, the month has seen showings, many 
of them, which have been both beautiful and skillful. 
The “Red and Gold Ball” of the Junior League at 
the Hotel Astor on January 15 furnished the motif 
for some beautiful windows of evening things; the 
“Costume Ball” of the Society of the Beaux Arts 
Architects, another, and the approach of St. Valen- 
tine’s Day inspired some artistic windows that were 
standing as the month closed. 

Among the most striking displays of the month, 
appearing in practically all of the big stores, were 
showings of the new figured chiffons, georgettes and 
printed silks. These lent themselves to the unusual. 
On the other hand, because of the colorfulness of the 
goods, skill was required to avoid commonplace or 
cluttered window effects, just as it would be required 
to avoid commonplace or cluttered costumes made 
of such materials. 

McCreery’s and Lord & Taylor’s had perhaps the 
most distinctive windows showing this type of goods. 
The former was showing Cheney’s “Vitraux” prints, 
using a series which occupied the whole Thirty-fourth 
Street space. As background were used replicas of 
the stained glass windows of Maumejean Freres, 
awarded a prize at the Paris Exposition des Arts Deco- 
ratifs et Modernes, and loaned to McCreery’s for their 
display. 

A beauty of the display, of course, was the echo 
carried from the stained glass pattern to that of the 
silk; another was the grace of outline presented by 
the draped silks on special stands, right and left, or 
brought from the upper rear wall in sweeping lines, 
or, as in the case of one window, criss-crossed boldly 
from ceiling to floor, using contrasted colors. Each 
window except that last contained a single figure 
draped in the silk. 


Lord & Taylor’s windows carried in the center 
front a low gold stand bearing an open book with 
the announcement, “The New Mezzo Tones in Chif- 
fons Are Sponsored by Lord & Taylor’s.” Each win- 


dow used a blending of two pieces, draped in curving 
lines. In one window at the rear, the two were caught 
up togther in a high line, from which one piece 
dropped down to cover a low oval stand, and was then 
carried in an unbroken but curved line to join with 
the other goods at the left. Upon the oval a note 
of orchid in the chiffon was emphasized by a pot- 
tery vase in deep purple, filled with orchids and pussy- 
willows. A purple fan was also laid on the oval and 
a spray of flowers which contained every color present 
in the chiffon. 

Lord & Taylor’s was also the window series which 
used the architect’s ball motif. “Costumes for a Fete 
in the Gardens of Versailles” was the announcement 
of this store’s typical open book on the low gold stand 
with slender legs and ball feet. A corner window was 
perhaps most striking because of its clever use of 
vista. Two figures occupied the front of the window, 
with extravagantly bouffant skirts of the Louis IV 
period and high head-dresses. By making one figure 
noticeably subordinate in size to the other, monotony 
was avoided. In front of each figure was an antique 
table carrying crystal candelabra. Behind the figures 
the eye was carried by lines of draped silk to a dresser 
set at the extreme rear of the window, as if at a dis- 
appearing “point” of vista. The silk, in the two colors 
of bronze and green-blue, was draped around the 
dresser and caught with sprays of flowers. Two 
lamps with plain silver shades stood on either side 
of the dresser. 

Saks-Fifth Avenue showed an exquisite interpreta 
tion of the “Red and Gold Ball” already mentioned. 
Announcement was made by a red and gold-checked 
placard, front. On a black rug, Chinese lacquer fur- 
niture was placed. From a chair facing to the rear a 
red and gold cloak trailed forward. A red screen 
stood right, with a white and red shawl draped over 
the corner. One all-gold gown and one all-red gown 
were shown. On a heart-shaped cushion placed be- 
tween them stood a pair of red slippers grouped with 
gold hose and red and gold silk flowers. Desk and 
table accessories were chosen in accord. 


A clever window of Franklin Simon’s was espe- 
cially effective because of its simplicity. The show- 
ing was of underthings in the “New Tea Rose Shade” 
as a placard announced. These lacy underthings were 
hung in absolutely straight lines, though, of course, 
at varying heights over slender gold stands. On 
either side of the window the only note of elaborate- 
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ness was introduced by matching candelabra, three 
lights in a stand formed of twining vines, with the 
figure of a bird in the center. 

The use by B. Altman’s, in a series of windows, 
of identical low oval stands covered in black velvet as 
centers for each, was effective. Each stand carried 
accessories suitable to the main note of the window. 
In 2 window showing evening dresses, for instance, 
the stand carried a grouping of a spread ostrich fan, 
two silver purses, one on each side, a pair of jeweled 
heels, a pair of long, white gloves, and a perfume con- 
tainer. As a special feature also in each of this same 
series of windows was used an antique dresser at the 
rear, from which, caught under an ostrich fan, an 
elaborately fringed shawl was spread fan-like toward 
the front of the window. 

Macy’s this month made some particularly clever 
showings in its narrow windows on Thirty-fourth 
Street. These windows present a special problem be- 
cause they are only about three feet wide, as against 
twenty feet of width, necessitating the placing of the 
whole display in a line. A window of kimonos used 
two colorful Japanese prints to divide the background 
space; they were hung against the curtained glass 
squares that are at the back of these windows, and 
gray cord and tassels used for the hanging added a 
decorative note. One standing figure wearing a 
kimono, back turned to the front, divided the long 
stretch unevenly, with the balance kept by one low 
kimono on a stand left, and two, at proper distances 
for symmetry, right. A flowering orange plant in a 
low bowl stood between the figure and the nearest 
stand, and the distances were further broken by a 
gold and bronze jar, and a pair of black and orange 
slippers, skillfully placed in the narrow space to sug- 
gest greater choice of placement than was present. 
On the other side the distance was similarly broken 
by a jewel case, a pair of slippers, and a squat Japa- 
nese figurine. 

Wanamaker’s is using cleverly in the windows of 
its old building, which are more difficult to handle 
than its newer windows, backgrounds of draped silk 
on which are painted scenes to suit the display. Ina 
window showing infants’ things, for instance, the 
drape, of sky blue, carries a painting of a boat load of 
babies, floating on bubbles. A Palm Beach window 
has a drape of deep blue, showing a troubadour 
serenading his lady love. This store also has an un- 
usual inside display of sport goods in its sport shop, 
representing a scene of St. Moritz, Switzerland; the 
skating figures, of course, wear the latest in outing 
costumes. 





CARL PERCY, INC., MOVES TO LARGER QUARTERS 


Carl Percy, Inc., who are identified with the creation of 
lithographed displays for large national advertisers, have 
recently celebrated their heavily increased business by re- 
Moving to large, new headquarters at 450 Fourth Avenue, 
New York City. 
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An Attractive Card 


Stand is Also 
———— Important 


A well-designed price card de- 
serves an attractive holder. 
Timberlake card stands are 
attractive and_ serviceable, 
| made to stand hard usage. 
it COL TOY Durability is a strong feature. 
«Reinforced at every point of 
strain assures rigid construc- 
tion. Finished in Gun Metal, 
Oxidized, Nickel and Statuary 
Bronze. Furnished with either 
flat or weighted base. The 
high quality and low price ap- 
peals to every careful buyer. 


Other Practical 
Wire Fixtures 


“T” Stands, adjustable and sta- 
tionary. Counter Stands, sev- 


eral styles. Millinery Stands. 
< Piece Goods Stands. Shoe Dis- 
play Stands. 


Send for Catalog No. 35-B 
J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 





















































Display Managers Are Now Considering Their 
Holiday Windows 


If you will carefully study the Designs shown in our catalog, 
they will suggest to you good ideas—IDEAS that will enable 
you to create windows—the beautiful. Our catalog of Scrolls 
Shields, Heads, Rosettes, etc., contains several pages of the 
a period characteristics. This catalog is free for the 
asking. 


ORNAMENTAL PRODUCTS CO. 


740 14th Ave., Detroit, Mich. 





























VALANCGCES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 
FINDLAY, OHIO 
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George B. Rooney, for many years display manager of 
Abraham & Strauss, Brooklyn, N. Y., has resigned to accept 
a similar position with Lansburgh & Brother, Washington, 
D. C. He has been succeeded by J. A. Rosenberg, formerly 
first assistant. 





Paul Kuschell, formerly display manager of Lew Hub- 
bard Company, Kalamazoo, Mich., is now associated with 
Wilson’s Hat & Shirt Company, Milwaukee, Wis. 





Ernest L. Burnham, formerly with Filene’s, Boston, and 
James McCutcheon Company, New York, is now in charge 
of interior decorations at A. I. Namm & Son, Brooklyn, N. Y. 





John W. McGriff, formerly advertising and display direc- 
tor of The Meyer Lindorf Stores, of Newark, Ohio, has re- 
signed his position to accept a similar one with the Stone- 
Thomas Company, Wheeling, W. Va. 





J. M. Upchurch for several years manager of the display 
department of Taylor's, Raleigh, N. C., has resigned to accept 
the position of advertising and display manager of six stores 
owned by Stein Bros., of Fayetteville, N. C., including the 
Capitol Department Store and Stein Bros., a men’s and boys’ 
store of that city; Brotan’s, of Raleigh; Stein’s, of Sanford, 
and another department store in Hamlet, N. C. 





A. G. Parke for a number of years display manager of 
Lowenstein’s, Memphis, Tenn., and during the past few 
months in charge of the Steven’s Building (Chicago) dis- 
plays, has been appointed assistant manager of the eastern 
headquarters of Spanjer-Janes Company, 15 West Thirty- 
first Street, New York City. 





Tom Leslie, advertising and window display manager of 
Wilson Bros., Chicago, was one of the principal speakers 
at the ninth semi-annual convention of the Interstate Mer- 
chants’ Council held at the Hotel Sherman, Chicago, Febru- 
ary 2-4. He discussed “How to Use Your Windows to Sell 
Merchandise.” 





Walter T. Pirtle, formerly display manager of Hermer- 
Jacobson Company, Honey Grove, Texas, has resigned to ac- 
cept a similar position with one of the largest department 
stores of Longview, Texas. 





John M. Meyer, Jr., who started as a price clerk with the 
Western Auto Supply Company, Los Angeles, Cal., and within 
less than two years rose to the position of display supervisor 
of one of the company’s most important districts and president 
of the Oakland Display Club of Oakland, Cal., has resigned 
to enter the department store field. Mr. Meyer was awarded 
honorable mention in the recent display merchandising con- 
test conducted by The DISPLAY WORLD Service Bureau, 
and modestly gives The DISPLAY WORLD credit for his 
success, declaring that it was his only teacher. But without 
constant study and the development of dormant talent such a 
success could hardly have been possible. 





Vernon H. Jones, formerly display manager for Thomp- 
son’s, Oconomowoc, Wis., and who operated a service for mer- 
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chants in Milwaukee for a number of years, has organized 
the Interstate Display Service Company, with headquarters 
at Beloit, Wis., to handle display installations for merchants 
in that district and national advertisers. 





Wm. H. Weiseman, formerly display manager for George 
M. Wilson Company, Pittsburgh, Pa., has been appointed as- 
sistant to the display manager of Boggs & Buhl Company, 
Pittsburgh, Pa. 





I. F. Kalb, display manager of Myers Brothers, was elected 
president of the newly formed Springfield Display Men's 
Club, Springfield, Ill., at a meeting held Wednesday evening, 
January 27. Other officers elected were: Walter G. Meyer, 
Herndon Dry Goods Company, vice-president, and Frank 
Schlitt, Schlitt Hardware Company, secretary and treasurer. 

The following were announced as charter members: How- 
ard Buck, Bert Henshaw, I. F. Kalb, Myers Bros. Company; 
D. R. Keyes, Haenig Electric Store, Charles J. Hostick, W. 
G. Meyer, W. F. Herndon & Company; Walter H. Mueller, 
Roland’s; J. F. Murphy, Charles Newell, MacPhearson & 
dward; Frank Schlitt, Schlitt Hardware Company; Walter 
Siebert, Orville Stover, E. R. Smith, G. D. Turney, George 
Thoma, M. P. Warner, J. F. Wicks, The John Bressmer Com- 
pany; Lawrence Mazir, I. Mason and H. Kuhn, of the New 
York Waist Shop. 





More than a thousand persons attended the sixth annual 
Crystal Ball given Friday evening, February 5, by the Buf- 
falo Association of Display Men at the Hotel Statler, Bui- 
falo,“N: Y: 

The great ball room was aglow in its dressed-up appear- 
ance for the occasion, and it was a merry crowd that strutted 
to the youth-inspiring strains of Lester Erlenbach’s famous 
orchestra. Everyone present was loud in their praise for the 
wonderful time experienced, due to the complete arrange- 
ments that were carried out by E. Preston Browder, chair- 
man, and his committee. 

A number of special features were presented by nationally 
known artists playing at local theatres and by exceptional 
local talent. As in other years, a huge crystal ball was the 
main feature of the decorations, it being arranged on the 
stage amid a great array of ferns, palms and wild smilax. 
Colored lights that played on the ball created some very 
beautiful effects. 





Floyd A. Davidson has become associated with his father 
in the retail confectionery business at Jamestown, N. Y.., after 
several years as advertising and display manager for the 
Clark Hardware Company, of that city. 





Michael Latz has been made president and W. H. Wenger 
general manager of the Display Men’s Service Company, re- 
cently organized in Chicago, with headquarters at 916 Gar- 
field Avenue. Specializing in the installation of window dis- 
plays for national advertisers, this firm started out with three 
strenuous campaigns on Sangrina, Feminex and Creomul- 
sion and involving the installation of several thousand dis- 
plays, but Mr. Latz and his crew handled the work without 
a hitch. This promises to become a very active service if 
the window display field. 
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..A.D.M. Convention Plans Made 


Comniittees Appointed by President Chadwick and All 
Arrangements Made for Manufacturers’ Exposition 


By W. A. McCORMICK 
Gen’! Chairman, Chicago Convention Committee, Chicago, III. 


OLLOWING a recent meeting of the officers and 

executive committee of the International Associa- 

tion of Display Men, it was announced that the 

twenty-ninth annual convention of the organization 
would be held at the Hotel Sherman, Chicago, June 14-17, 
1926. This promises to be one of the most interesting 
I. A. D. M. conventions ever held. 

The Chicago convention committee as appointed by Joseph 
F. Chadwick, president, is as follows: W. A. McCormick, 
The Boston Store, general chairman; L. A. Rogers,, secre- 
tary I. A. D. M., financial secretary; exhibits, H. C. Oehler, 
W. A. Weiboldt & Company, and S. Fisher, Fisher Display 
Service; educational, R. B. Twyman, chairman, W. L. Stens- 
gaard, Stewart-Warner Corporation; J. D. Williams, The 
DISPLAY WORLD; Tom Leslie, Wilson Bros., and J. H. 
Richter, The Fair Store; entertainment, E. H. Leaker, Henry 
C. Lytton & Sons, chairman, and B. C. Hampton, Bedelle’s ; 
publicity, L. A. Rogers, chairman, and George Cowan, Dry 
Goods Economist; contest clerk, R. O. Johnson, Common- 
wealth Edison Company; reception, D. M. Schultz, Joseph 
Spiess Company, Elgin, IIl., and the entire Chicago Display 
Men’s Club. 

Nothing is being left undone to make this meeting the 
greatest ever held by the association. An inteersting and in- 
structive program has been arranged, but what promises to be 
the outstanding feature of the convention is the manufac- 
turers’ exposition, where space has been provided for more 
than 100 exhibitors. Reservations for space already received 
by the committee indicates that the portion allotted will soon 
be contracted for. 

Everything points to the greatest attendance ever known 
atan I. A. D. M. convention. Not only displayman but mer- 
chants from every setcion have signified their intention to 
attend, which will mean greater opportunities for the manu- 
facturers of display equipment and accessories. 


The convention and exposition will be held on the mezza- 
nine floor of the Hotel Sherman and so arranged that, with 
few exceptions, one space will be as valuable as another. 
The booths will be tan in color, boxed in on three sides 
(unless otherwise designated on the chart) and will be about 
eight feet high. Sufficient illumination will be provided for 
exhibitors, but if more is required, or extra outlets desired, 
they may be obtained under the regular terms as set down 
by the Hotel Sherman management, who have sole control 
of the lighting arrangements. 


Some of the unusual advantages offered to exhibitors as 
stated in literature mailed manufacturers are: Convention 
hall and exhibits all on one floor; low charges for exhibition 
space ; intensive campaign to increase attendance, this to in- 
clude merchants and store executives as well as displaymen; 
lectures and demonstrations intended to increase the use of 
modern display equipment, decorations, etc.; meeting place 
Is best equipped convention hotel in the country, where serv- 
ice is featured and expense brought down to the minimum; 
exhibition space so divided that exhibitors can buy accord- 
ing to their needs; banquet at Million Dollar Rainbow Gar- 
dens, where food is good and entertainment the best; re- 
duced railroad fares from all points in the United States 
and Canada; plenty of protected store room for advanced 
shipments of goods, without extra expense and complete 


we eration to make the convention- profitable for the ex- 
IDitors, 
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**The Gordon Book is in constant 
use in our studio. Scarcely a day 
goes by without our referring to 








some page of this book to refresh 
our memory or to stimulate our 


imagination.” 
—WALLACE &. CUNNINGHAM, 
Madison, Wis. 


This book was published by SIGNS OF THE 
TIMES to meet a great need in the show card 
and poster lettering field. It lighted the way to 
modern show card advertising, and has been one 
of the greatest constructive forces in the show 
card world. 

Wm. Hugh Gordon, master show card and 
lettering craftsman, wrote this book. It sets 
forth very simply and plainly the methods found 
most practicable in the production of show cards, 
posters and advertising matter for single copy 
jobs or process reproduction. Non-technical, it 
is a thorough and complete manual of instruc- 
tion in this art. Endorsed by all leading show 
card writers and poster artists and by teachers 
of show card and poster art. 


More copies of the Gordon Book have been sold 
than any other book devoted to show card writing. 
It is the standard book in this field. You will like 
and refer to it constantly. 

It has 176 pages 200 plates, arid is de luxe bound. 


Price is $3.50 a Copy, Postpaid 


| Or you can get a copy of this Gordon Book and a 
year’s subscription to SIGNS OF THE TIMES for 
$5.50. 


SIGNS OF THE TIMES, Cincinnati, Ohio 

[1] Enclosed find $3.50, for which send copy of GOR- 
DON’S BOOK, postpaid. 

[1 Enclosed find $5.50, for which send me SIGNS OF 
THE TIMES for one year and a copy of GOR- 
DON’S BOOK, postpaid. 
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A COMMERCIAL 
FIXTURE 


Consisting of 15” Shade 

(white enamel reflecting 

surface), Globe, Chain, 

Canopy and Wiring, com- 
plete for 


$3.7 


We manufacture reflectors 
for every purpose. Show- 
case and window refizct- 
ors, flood-lighting, picture 
and art gallery lighting. 


Sunlight Reflector 


Co., Inc. 
Establ. 1898. 


226-228 Pacific Street 
Brooklyn, N. Y. 

















S. GOLDBERG MFG. CO. 





DESIGNERS AND MANUFACTURERS OF 


Chicago, Ill. 


Valances, Panels, Curtains, Display Novelties, etc. 


131 WEST 37TH STREET 


141 South Wells St. 


NEW YORK, N. Y. 


S. W. Cor. Sixth & Arch Sts. 
Philadelphia, Pa. 








“SOL.” SATINE 
The Display Managers’ Favorite Fabric 


S. M. HEXTER & COMPANY 


Cleveland, Ohio 


Sole Owners 
New York Office: 1140 Broadway 




















FINE ARTS PAPIER MACHE 


CORPORATION 


149-153 West 24th Street, New York City 


Chelsea 8190-8191 


Complete Display Service—Floats—Period Interiors 


Telegraphic Orders Promptly Executed—Sketches on Request 

















Keep in Touch With Theatrical 
Displays Through 


-—"") Photographs and Advertisements 





THE DRAMA MAGAZINE 


59 E. Van Buren St., Chicago 
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DISPLAY FIXTURES 
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Manufactured Wy 
in Dallas | 
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by 





Standard 


Fixture Co. 
707', Main St. 
Phone X 5703 
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Make Displays Tell Complete Story 


(Continued from page 7) 


almost every passerby. We are able to produce, with 
the least amount of effort and expense, anything from 
a figure of a girl to the front of a house. By the ug 
of tiled wall board, a kitchen or laundry atmosphere 
is easily created. In the intense hot weather of last 
summer, plain wall board and a few jars of color 
brought about a realistic ocean background. A cut 








Display by V. E. Shepherd, Central Hudson Gas & Elec. Co, 
Poughkeepsie, N. Y., Which Leaves Nothing to Imagination 


out of a summer girl, with skirts blowing in the 
ocean breeze and a bit of sandy beach made a setting 
for electric fans. A card with the caption, “As Codl- 
ing as an Ocean Breeze,” completed the window. The 
time required for execution was only a few hour 
and the result was much more effective than if 
dozen or more fans had been piled in the window. 

We endeavor to build our displays to correspond 
with the season, using in a new way the familia 
symbols and figures which everyone associates with 
that particular time of the year. For example, it 
January, Father Time fading into the background 
and the Baby New Year coming into prominence 
During February, a contrast between Lincoln study: 
ing before a fagot fire and the modern methods of 
lighting. There are countless ways in which back 
grounds made along these lines may be used, as tht 
constant development of the gas and electric industt 
offers an almost unlimited supply of ideas. 

We also make it a point to tie in with nation 
advertising of a standard product whenever it is pos 
sible to do so. For instance, a Hoover sweeper wit 
dow was designed from a painting used by Tht 
Hoover Company in advertisements in the SaturdaJ 
Evening Post, Ladies’ Home Journal and other publi 
cations having a national circulation. A painting 
showing a man about to enter a house, was clabt 
rated upon to include the drudgery of the womul 
before owning a Hoover 

And so I say, a story must be told—a story of 
service, through the utility of the product—a stot 
of happiness and contentment and pride of ownership: 
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‘Opportunity Sxchange* 


Wen Wanted Positions Wanwd Gor Sale Wanted t0 Buy 
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SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care of The DISPLAY WORLD 












POSITION WANTED 


Young man desires to make a 
permanent connection with large 
store. Thoroughly experienced 
show card and sign writer with 
complete knowledge of window 
display and commercial art. 


Address “D. C.,” 
Care of The DISPLAY WORLD 


e- 





FROOM’S 
COLOR CHART 
With VALUE SCALE 


Forty, colors, shades, tints and com- 
plementary mixtures. An invaluable 
help in solving color problems. 
Complete with explanatory text ex- 
plaining color harmony by analogy, 
contrast and balanced contrast. Sent 
postpaid anywhere for $1.00. Address 


FROOM-EMERY CO., 
535 F St. San Diego, Cal. 




















FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 
J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 













TEN OLD SECRETS EXPOSED 
FURNITURE POLISH FORMULAS — 
Paste, Cream, Liquid. For Backgrounds, 
Floors, Furniture. 
OB |! eer $1.00 
Dollar Bill or Money Order 
E. WILCOME 
186 Columbia Ave., Jersey City, N. J. 


POSITION WANTED 
As window trimmer, card writer or assist- 
ant. Over three years’ experience. Age 
thirty-one, married. Also _ experienced 
salesman. With executive ability. Salary 
reasonable. Address 

H. H. WILLIAMSON, 
306 Island Home Ave., Knoxville, Tenn. 

























WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
j line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adapted for window trimming. Our 
j liberal commission arrangement should 
j insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC. 
| 17 Madison Ave., New York City 


DISPLAYMEN — WINDOW DRESSERS 
— RETAILERS 
Cartoons in newspapers attract your eyes 
out of a whole page of reading matter. A 
cartoon on your window will make the 
passerby stop and look. Send $1.50 for 
six cartoons—one of each week day. 
BEN MEYER, 
35 West 3ist St., New York City 











WANTED 


Window Trimmers and Fixture Salesmen 
to sell a new Display Specialty, low 
priced, good profits. Will sell at sight. 
Write 

RETAIL SERVICE COMPANY, 
25 West 42nd Street, New York City 


WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 

















MEN’S WEAR WINDOW 









TRIMMER 
First- class man, thoroughly experienced in 
displaying clothing and furnishings, one 
who has reached his limit in a small store 
or who is already in charge in a larger 
store. A man capable of making good in 


a big store where opportunity is commen- 
surate with ability. Send full details, 
salary, window photographs, etc. Address 


MR. A. G. ANDERSON 
Crowley, Milner & Company, 
Detroit, Mich. 








FOR SALE 


Bound volumes of The Display 
World, Dry Goods Reporter and 
Merchants’ Record and Show 
Window. 


F. J. STECKBAUER 
Oshkosh, Wis. 








DISPLAYMAN WANTED 


Young man who has had some ex- 
perience in card writing and win- 
dow trimming and willing to work 
energetically on small wage while 
getting more experience. This is 
good small store in small city—have 
good windows. Send photo of self, 
samples of work, reference, full in- 
formation and state salary expected 
in first letter to 


THE HAMERSLY STORE 
Washington, Indiana 











REMEMBER— 





a THE OPPORTUNITY EXCHANGE 


WHEN 


in need of a man to fill that vacancy— 

looking for a position or new connection— 
seeking a buyer for that used display material— 
in need of anything at all in the display line— 

You Will Find No Better Means of Securing Your Wants Than Through 


—It Pays 
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Profit by the Experiences, 
Knowledge and Artistry of 
This Display Specialist 


The use of fabrics 
has staged a real 
come-back — you 
limit your oppor- 
tunities for success 
and advancement 
without a working 
knowledge of dis- 
play draping. 


The Art of 


DRAPING 


By Jerome A. Koerber 





CONTENTS 


The Fundamentals of Drap- 
ing. 

Fixtures—What They Are 
and Their Importance. 
How Records Are Kept in 


This book is a complete, modern Display Department. 


and practical text and reference 


rai : ‘ 
book on the subject of mercantile Efficiency in  Decorator’s 
and display draping. It covers Room. 

the subject thoroughly,_comprehen- General Knowledge of Mer- 
sively and authoritatively, and is chanjise. 


profusely illustrated with dia- 


The Structure of Drapery. 
grams, pen drawings and _ photo- . ween er 


graphs. Ornamentation of Drapery. 
The contents of this book is a Importance of color and 
revelation, as it comprises the ex- Color Harmony. 


periences of a life spent in the A Chart of Colors and Com- 
execution of original and artistic binations. 


display settings by the country’s ee 

foremost draping wiiheaiey. R Combining Colors by Use 
It is written in a way to be of of Color Chart. 

equal value to the student or pro- Some Pertinent Advice. 
fessional. It tells you just what Errors to be Avoided. 

you want to know, just how to Draping Examples Illus- 
make the popular drapes so essen- trated and Described. 
tial to modern display presenta- 
tion, how to handle fabrics with- 
out injury or soiling, goes into detail on how to proceed, shows by 
diagram the various steps and then illustrates the finished drapes by 
actual window photographs. 


Substantial cloth binding, 128 pages—size 74%4x10%. Order your copy 
now. It will prove invaluable to you as an instructive guide or 
reference book. 


Remember that the opportunities in any specialized calling depend 
upon one’s intimate knowledge of the art and skill involved therein. 
Draping is a prime essential of modern window display embellishment, 
whether or not you have availed yourself of its advantages in your 
own display work. Therefore, endeavor to learn the principles of the 
draping art, because you may be called upon at any time to incor- 
porate it into your own work. Jerome A. Koerber knows his subject 
and imparts it intelligently, simply and thoroughly through his book, 
The Art of Draping. It should be available at all times for study and 
er and you can have your own copy at the very nominal cost 
0 .00. 











Thousands of copies have been sold, and there is every reason to be- 
lieve that this book has been instrumental in the great revival of 
display draping. Every displayman-decorator will find the ownership 
of this book a profitable, educational and permanent investment. 

The book is sold with the strict understanding that if not satisfactory 
it may be returned and your money will be promptly refunded. It 
must make good to your own satisfaction, so you are taking no 
chances. Use the attached order blank. 


Price $3.00 Postpaid 


 aienatatcaamniaai rains 88 5 hag pe eae aa i a ain ne 
: ORDER BLANK i 
if 
a THE DISPLAY PUBLISHING CO., : 
e 1209 Sycamore St., Cincinnati, Ohio. i 
& Gentlemen: Enclosed find money order for $3.00 for one copy g 
§ of KOERBER’S ART OF DRAPING. I may return the book 4 
—§ within five days if not satisfactory and my money will be 4g 
: refunded. if 
| 
- Oo ee ee BAe icles w tiles Sas Ree Pd Lae naee selcam nes bers a aacaeen seats ry 
ee ee eer Lei oS is Uae ERED : 
; ICIEY. i: bn coay ni suter entrar ek aay inane <j CST RACED ae sa Slane 133 4 
z AK. SPAR LIL PE PETS Se ae xe i 
t MONEY BACK IF “NOT ‘SATISFIED ‘ 
| eneesnudseinbesmenenbnaiiabenamnnel 
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A Dozen Drape Stands in One 





Adjustable 
bars for 
varying 
drapes. 


Tilting hinge 
will enable 
you to set the 
top at any 
angle. 


ee 








A 


Many Drape Stands in One. 
By adjusting the arms or 
tilting the top any number 
of drape effects can be 
attained. 
Made of Swedish wrought 
iron and all stationary parts 
are rigidly welded. The 
half-round top covered with 
black velvet. 


Length of each arm, 12”. 

Width of base, 22”. Ex- 

tensible to a height of 8 ft. 
Price, Each 


$27.50 


Card Frame. 


Swedish hammered wrought iron. 
from the back by easel. 


parts firmly welded. 


a a $ 1 3.50 
2" each 919.00 
MW ea $1 6.50 





D 


Book Stand or Sign Table. 

Measures 14” x12”. Height, 5%4” front and 9” in 
All hammered from wrought iron. 
a high-class appearance in any window. 


$25.00 


PRICES F. O. B. NEW YORK 








B 


Drape Stand. 


Arms are adjustable to 
any angle. Each arm 
measures 12”. Center 
plate of ornamental 
hammered bronze. Com- 
plete stand of Swedish 
wrought iron. Exten- 
sible to a height of 8 ft. 


Price, Each 


$27.50 


DISPLAY CRAFT CoO. 


1350 Broadway 


New York City 
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Ain’t he a Cunnin’ lil’ Cuss?- 


| Looks so easy to get, too---because he’s 
within easy reach! But--- You find--- 




















A Chain of Obstacles 


You know you have the merchandise—You know you have the values— 
You know you give service. But—customers seem to patronize your com- 


petitors in preference to you. 
Why? 


Have you ever given your Displays a thought? The day of showing mer- 
chandise without .a Decorative setting is gone. A touch of Flowers here 
and there in your Displays will work wonders. 


‘‘The Guide to Better Window Displays’’ 


Shows Spring Decoratives of every description. You may have a free copy. 
Write for it today. 


The Adler- Jones Company 


649 South Wells Street . . : CHICAGO 























